OTHER WORLD 
TV FARE: ABC's 
GAMBLE P 29 



SPONSOR 

How tv protects 

THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE Northeast's air 

routes p. 32 

13 MAY 1963— 40c a copy / $8 a year 
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Selling shampoo? Talk to her via Radio while she washes 
her hair, or gets ready for a date. Selling your shampoo is 
easier if your message reaches her when she's thinking 
about her hair. Spot Radio lathers up more sales for you 
when you use these outstanding stations. 



RADIO DIVISION 



EDWARD RETRY & CO., INC. 



The original station representative 



EW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS 
ETROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUIS 



KOB . ..... Albuqueroue 

"SB Atlanta 

"GR Buffalo 

WGN Chicago 

"DOK Cleveland 

WFAA Dallas Ft. Worth 

KBTR Denver 

KDAL Duluth Superior 

KPRC Houston 

WDAF Kansas City 

l«RK Little Rock 

I^LAC Los Angeles 

'NINZ Miami 

KSTP Minneapolis St. Paul 

I Intermoun 



WTAR Norfolk-Newport News 

KFAB Omaha 

KPOJ Portland 

WRNL Richmond 

WROC Rochester 

KCRA Sacramento 

KALL Salt Lake City 

WOAI San Antonio 

KFMB San Diego 

KYA . San Francisco 

KMA Shenandoah 

KREM . . Spokane 

WGTO Tampa Lakeland. Orlando 

KVOO Tulsa 

tain Network 




THE 
'ANING 

OF 

RESPONSIBILITY 




WCCO Television awarded its fourth annual scholarship (March 28, 
1963) for the study of broadcast journalism at the University of Minnesota. 
This 4-year scholarship is awarded each year to an outstanding Minnesota 
high school senior who is interested in a career in broadcast journalism and 
whose scholastic record and background is deserving of selection. WCCO 
Television is proud of the record its scholarship winners have established in 
the University's School of Journalism. 

Responsibility to a community is many things. The Broadcast Journalism 
Scholarship is but one in a continuing effort on the part of WCCO Television 
to better serve the State of Minnesota and the Northwest. 

Represented by | PETERS, GRIFFIN, WOODWARD, INC. 

L R I960 scholarship winner. John Dennison: 1961 winner Dave Mona; R. I. Jones. Director School o( Journalism. U o( M, F Van KOnynenburg. Eiceculive 
Vice President WCCO- TV; Marilyn Staubly. 1962 winner, Roland Lovstad 1963 winner; Rollie Johnson. WCCO- TV Director 0( News, Sports and Public Allairs. 
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BUT... WKZO Radio Outshines 'Em All 

in Kalamazoo and Greater Western Michigan! 

First magiiituclc in Greater Western Michigan: NC'S 
'61 credits WKZO Radio with more circulation than any 
radio rival in the area — with 40.4% more than all 
other Kalania/oo stations combined! 

Brightest morning mul e\'enint; star: the 6-coiMny 
Pulse of Sei)t., '62 shows WKZO Radio out,^hining all 
<om|ietitors in 358 of 360 (luarter-hours surveyed, and 
dominating all hours surx'eyod both in total listening 
and adult listening. 

And our star is waxing, not waning — Sales Management 
has i^redicted that Kalamazoo will outgrow all other U. S. 
cities in personal income and retail sales between 1960 
and 1965. 

lixjilore the galaxy of amazing facts with your 
Aver) -Kiiodel man! 

sttper-nova in the coiisteltation Taurus was seen to explode July 4, 1054— the "brightest star" to date. 



WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery Knodel, Inc., Exclus'iYe Nofiona/ Representative! 



WKZO RADIO MARKET 
COVERAGE AREA * NCS '61 
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The Embassy of The Netherlands 



His Excellency Dr. J. Herman van 
Roijen, Ambassador of the Netherlands 
to the United States, and 
Mrs. van Roijen, at the entrance 
to the dining room of the Embassy 
. . . another in the WTOP-TV series on 
the Washington diplomatic scene. 




Represented by TvAR 

POST- NEWSWEEK 

STATIONS A DIVISION OF 
THE WASHINGTON POST COMPANY 



Photograph by Fred Maroon 



IT'S HERE 
KWKW HAS IT! 

1. Los Angeles metropolitan area 
Spanish-speaking population: 

900,000 plus 

2. Average yearly income: 

$800,000,000 

3. For automotive products: 
$72,540,000 annually 

4. For food products: 
$434,700,000 annually 

YOU CAN HAVE 
YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 
Latin-American homes per 
week at a CPM of $0.72. 

KWKW'S 5000 watts speak 
the language convincingly to a 
loyal audience. KWKW has 
20 years' proof waiting for you! 




KWKW-5000 watts 

Repre%entat!re%: 

N.Y. — National Time Sales 
S.F.—Theo. B. Hall 
Chicago — National Time Sales 
Los Angeles— HO 5-6171 
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Key Stories 



THE WEIRD, THE WILD AND THE AOMAN / S. iin< c-ru tioii and otlin 
i;ihl)crw()<kciy films pull li(';nily in locil ininkfls, lend ABC) and net 
clients into new-series f^anihlc. 29 

NORTHEAST FLIES HIGH IN TV SKY / Proiuoiioii is wliai (ouiiis 
ill today's fierte airline duels. Xoi tlieast finds tv helps gain better 
share of passi ii}^ei market and iiia\ help keej) Florida routes 32 

IS OANNY SEYMOUR EXPECTING YOU? / "lies in a nieetins. hut 
if you'll just take a seat. . ." riiiis the visitor must make himself at 
home in a Madison ^Vveiuie ad aneiiey re(e])tion room. Meanwhile, 
here's what af>eiiiies do to kei [) him o<tiipied 24 

'MONEY' CAN BE TV-SOLD, S&L'S PINO / Savin-^s & loan f.i<>i'P'> 
thii\i' on botli local and network advertising'. 'I'liaiiks to tv ami radio, 
they're addiiif" new mstomers daily. 37 

FRINGE BENEFITS CITED FOR COLOR COMMERCIALS / To]) agen- 
cies rcpoit growing ninnl)er of sponsors attracted to the polychrome 
iiiediinii, and outline a diverse giouj) of advantages. 4Q 



Sponsor-Week / News 



15 



Top of the News pp. 15, 16, 18 / Advertisers p. 50 / Agencies p. 50 / 
Stations p. 58 / Syndications p. 58 / Networks p. 56 



Data Digest / lu-.sKfx'ruwrkrl f)Yoiii()li()ii ganiitig 



20 



Sponsor-Scope / Behind the news 



23 



Timebuyer's Corner / Inside the agencies 



42 



Washington Week / FCC, FTC, and Congress 



49 



Spot-Scope / Developtnenls in tv/ radio spot 



66 



Departments 



Publisher's Letter p. 8 / Commercial Critique 
p. 46 / Radio/TV Newsmakers p. 61 / View- 
point p. 65 / 555 Fifth p. 11 / Calendar p. 11 



.SI'OXSOR je Combined ivlll) T\' j5. U.S. RidIO It. r,S.|-M (IB. Exfrutlre. Kdltorlal, ClrcuUtlon. 
.Vdrfrtislne office*; r.ri.". Fiflh Are., Xe»- Vork IT. 212 MUmy Hill ' -SUM. Midwest Offlres: 61? N 
'jMichigan Aie.. I'hlcano II, 312-I1fil-Il6(i. SoDlhern Offlee' 3lil7 Elulitli Are So.. Blrmlnirhani !>. 
,_V 2<>.') rV2 l!r)2S Weitern n«Ur: lot Calitnrnla .\vt , .«»n rramisio S. llr> Yf I-S0I3. I'rinline 
Onu-f .'tint Kim Ave.. ItHlt illlfil*' II. .Mil. Su1>^eI l|Hi<m* : C *s it .\eal. Canada $y a .vear. 

Other ciiuntlles ?11 a vear. .-^lIlKle Miliies llle I'rinted T-.^t.-V. Ptihiishea weekly. SeiDiid class 
IM.slalic paid at Balliimirc, .M.l. 0 19C3 SI'O.VSOIl I'ubUcatlons Inc. 
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Recent depth Quality 
Study of 1,000 adults 
in the Cleveland 
Metropolitan area shows. 



WJW RADIO 
LISTENER AVERAGE 



CLEVELAND 
MARKET AVERAGE 




TOTAL INCOME OF 
CHIEF WAGE EARNER 



$6,400 



$5,700 




OCCUPATION 

Professional, 
Executive, Proprietor 



27.3% 



16.2% 




HOMES 

Own Homes 
$25,000 or over 
Median 



72.0% 
32.7% 
$21,100 



60.4% 
23.8% 
$19,100 




TRAVEL BY AIR 

7 or more trips per year 



42.0% 



29.6% 



AUTO OWNERSHIP 

Own 1 or more cars 
Average cars per home 
1960 or newer 
1959 or older 



94.3% 
1.27 
48.7% 
51.3% 



83.6% 
1.08 
43.8% 
56.2% 



For detailed information, call your Katz representative J 



Source: November-December 
1962 Spec/at PULSE Survey 



LOS ANGELES 


PHILADELPHIA 


CLEVELAND 


MIAMI 


TOLEDO 


DETROIT 


STORER 


KGBS 


iriBG 


inir 


ll'CBS 


irsm 


irjBK 


NEW YORK 


MILWAUKEE 


CLEVELAND 


ATLANTA 


TOLEDO 


DETROIT 


BROJDCJSTLVG COMPJSY 




IflTI-Tf 


irjir-Tf 


IFAGA-TI' 


H'spD-rr 


irjBK-rr 
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Can anybody claim more loyal 
viewers? Our metro share in 
prime time is 90' r , and homes de- 
livered top those of any station 
sharing the other 10'/. [ARB, 
Feb.-Mar., 1963) To cover this in- 
fluential market, such loyalty 
means the big buy for North 
Florida, South Georgia, and 
Southeast Alabama is 



WCTV 



TALLAHASSEE 
THOMASVILLE 



BLAIR TELEVISION ASSOCIATES 



REPORT 



A publisher's view of 
significant happenings in 
broadcast advertising 



CASE FOR A FEDERATED NAB 

Now that LcRoy Collins, ijrcsidciu oi the NAB, is hitiinj" his 
stride and dcnionsiraling his ability to /'jro in on ininortaiU 
issues, the time is ripe to consider anew an old jjroposal. 

I'm talking about a federated NAR — an NAB structured like 
Big League Baseball. 

Our federated NAB would have President Collins on top. 
flanked by a radio president on one hand and a tv president on 
the other. 

Each president in oin- federated NAB would have his separate 
and autonomous responsibilities and organizations, but they 
would be brought together for a connnon purpose. 

If President Collins did nothing but ably represent and pro- 
tect our system of free enterprise broadcasting, his time woidd 
be well spent. A federated NAB would gi\e him maxinunn od- 
I'ortunity to do just this. At the same time it would minimi//' 
his daily responsibilities in vital areas that should have the undi- 
vided attention of other NAB leaders. 

^Ve first proposed a federated NAB in 1949. ^Ve^■e hannnercd 
away with this suggestion many times since. 

A federated NAB has other advantages besides heljjing the 
top man operate. 

It provides an innbrella under which a strong radio president 
can work on behalf of his medium. A strong iv president can do 
the same. 

It minimizes confusion and splinter set-ups. 
It reduces waste. 

I look forward to the day when an RAB can lit as comfortably 
and eflicicntly under the radio NAB umbrella as the Bureau of 
Advertising fits under the ANPA innbrella. 

I look forward to a TIO, when or if needed, filling without 
([uestion under the tv NAB umbrella. 

I look forward to rough, lough competition between the tv 
and radio arms under the NAB umbrella. 

But I also look forward to joint action on objectives connnon 
to both. 

A federated N.XB is a reasonable goal for an industry which 
.should know by now that it makes iniconnnonly good .sense. 
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NEIW SERIES 

of syndicatioji's hottes t cartoon property I 

IMOW 

AYAILABLB 

i^i^ Most powerful sales support ever! i fir 

NERlANDlSiNG 



For leading advertisers a proven it 





SENSATION 



Ooca-Cola, Keds, Kool Aid, Ford, BufferiD, Lay's 
Potato Cbfpa, M&M Candy, ?0Bt CereaJfl, Wonder 
Bimd, Pepsi-Cola, Wliflfitles.Wrlgley, Itai'i: Top. 
Lfonol, Kleenex. Cliefir, CarnatioL, CbAfirioB, etc 




For details \ 1/ turn the page . . . 



starring Deputy Dawg,TyCoon,Muskie,L'ilWhooper, 
Vincent Van Gopher and other Terrytoons favorites 
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DAWG 

SEBIESTHBEEi 

"kififk Available on a library basis iir'k'k'ir 

600KS,C0MICS,T0YS,AFPAREL! 

The greatest merchandising ever ! 

CALL,WfilTEORWII)E 

CBS FILMS 

Offices in New York, Chicago, San Francisco, Atlanta, Dallas 




^555 FIFTH 



Letters to the Editor 

and Calendar 

of Radio Tv Events 



SPONSOR'S OLD NEW FRIENDSHIPS 

.si'()N.S()R (Criaiiily does li;ive Ijroad 
ieacler.slii|). 1 lia\e been (leligliied 
to hear fioiii many old friends from 
ilie radio stations wlio saw (Com- 
menial Crititjiir, 22 April). Keep 
n|) tlie good woik. sponsor really 
is tremendously improved. 

Donald Purcell, 

President, Intercontinental 
Broadcast Media, New York. 

"NEWS" STORY ADDITION 

111 your article '"flour-Long N'ews 
Is Newest TV 'I reiid" in the 22 
April issue, there is a glaring omis- 
sion. 

In ilie forefront of anv article on 



houi'-iong television news programs, 
KCRA- I \', Sarraiiieiito. should he 
listed as a pioneer, il not itif pio- 
neer of siuli progiaming. 

Way back in February ]%\. 
KCKA- VV e.vpanded its "Channel 
Three Reports" to its present and 
liigliU successful hour-long loriiiat. 

Robert L. Hutton, Jr., 
V.P., Edward Petry, New York. 

^ Ollltr slnliimi rlaiiii In !)<• jir\t ill 
ItiHiitliiiij!^ Ilie (til iiiiiiiite iii'ws hour. I'res- 
nil i<roiil.\ sliotc llitil 11 7")'/', 'rnmjia. 

jiisl on Ilie scene xe'illi nii lioiir linij^ 
iieus Inonitiiii. II I T'I' sliiiled ' Soveiii- 
Iter, !'>'>(>. .Inioiiji Ilie \\ e\t (Uxnl .\tnlioii.\ 
eltiiiiihis^ to he firsi trilh t>ll-niinnle tieiiw 
iDOiimni'i is KOC-d' 11' , finii Die^o. 
KOdO- / I' liiiinrlietl il.i Inoj^iaiii ' S*-/)- 
leiiiliei lOoll. /Iii\ eliiilleii^eis? 



:. .(ItiniilrlllilllllliiiilMilllli nil ni iiml. . 



d'l' I iiniiiniiiiiiiiiiiiii .IT' 



, iiif 'III' I 'III! :iiiniiiiiitiiiiiiiim^ 



^CALENDAR 



I MAY 

I National Assn. of Educational Broadcast- 

I ers, national conference on iiisinic- 

I lional broadcasting at University of 

I Illinois, Urhana, III., (1.S I5) . 

I Mutual Affiliates Advisory Committee, an- 

I iiiial meeting. Kiitish Colonial lloui, 

1 .Nassau (1517) . 

1 Station Representatives Assn.'s annual 

I awards luncheon. Grand Ballroom, 

I Waldoif-Astoria Motel, New York 

I (id) ■ 

I Ohio Assn. of Broadcasters ^piing con- 

i \<'nlii)ii. 1 lencli l.ick .Slieruluii, (l(i. 

I 17). 

I Pennsylvania Assn. of Broadcasters con- 

I vention. University Park, Pa., (19-21). 

I Sales and Marketing Executives-Inter- 

I national, annual convention, Philadel- 

I phia, (19 22). 

I Assn. of National Advertisers, spring 

1 nueling, Waldoil \sloiia Hotel New 

I Voik ('>(), 21) . 

1 JUNE 

I Premium Advertising Assn. of America, 

I :innM:il meeting and preuiiiuii roinul 

I t;il)le, Roos<-\clt lloiel. New York 

I (',). 

I Continental Advertising Agency Nstwork, 

I convention. Cherry Creek Inn, Den 

I ver (r)-7) . 

I Georgia Assn. of Broadcasters, 28th an- 

f nual con\entioM, Iloli<lay Inii. C.al- 

1 law.iy <;aidc-ns. C.a. (811). 

I American Council for Better Broadcasts, 

1 ;iiinnal c<>n\entii>n. Naiionwi<le Inn, 

I Colinnbns, (). (12). 

linuiwiiiiiiiniiiiiiiiiiuiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiuii.iiiiuinii iiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiinii i.ri iiiiii'i ' n iiii i m ■. iiiiiiiiiiiiiiiii iim jiinuni , 



Mutual Advertising Agency Network, 

inc-cling. Palmer I louse. C:iii<ago (l.S- 

Advertising Federation of America, na- 

lional con\enlion. Hotel Kiltniore, 
\llania (Lii-ig). 

American Marketing Assn., 4Giii na- 
tional < onfcrenc<-, Slatlci H()t<-I. 
Washington, 1). C. (17-1')) . 

International Advertising Film Festival, 

deailline for entries 15 May; coii- 
la<t Jane Pinkerton Assoc., New 
York, for infonnatioii. (iainu's. 
Kraiue (17-21). 

Florida Assn. of Broadcasters, 27tii 

annual coiuenlion. Hotel Robert 
Mever, Jacksonville. Kla. (19-21). 

Virginia Assn. of Broadcasters, annual 
in<'eting. Williamsburg Inn, Wil- 
liamsburg, \'a. (19-21). 

21st Stanford Radio Television Film In- 
stitute, Stanforcl t'in'\ei.siiv, .Sian- 
ford, Cal. (21-17 August). 

New York State Broadcasters Assn., 

2nil annual i-x<-cuti\e confcrenct-. 
(oMeon PiUnani Hotel, .Saratoga 
Springs. \. Y. (2(i-29) . 

Advertising Federation of America, hiih 
annual seminar in uiarkeling inan- 
ag<-nu-nt and acheilising. Harvard 
15llsin<•s^ .School. Koston. Mass. (.'iO 
IUMe-12 lulv). 

JULY 

National Assn. of Broadcasters, fouiiii 

exi-culiv<' <levelo|>nu'nl seminar. Hai 
\aid Uusiness .School. Koston. Mass. 
(Il-2f.). 



CONVENTION SPECIAL IS HAPPY REMINDER 

Reading liob I lope's remarks 
(si'ONsok .NAIi Convention Special, 
S .\pril) I could hear the inimitable 
liob all over again and it provided 
a happy reniincler of the most hi- 
larious momeiiis in any \A1> con- 
vention. 

I'lirilier, I thonghi vour cclitoiial 
Was the biggest" was the 
expression of an e\celleiil analysis. 
I had just started to write X.\l'> my 
iiiipre.ssioiis of the c onv eiitioii when 
your editorial arrived at my desk. 
You made ni) report unnecessary 
lor \ou e.vpressed everyiliiiig I would 
have liked to say. 

Rex G. Howell, 

President, KREX (AM-FM-TV), 
Grand Junction, Colo. 

SALES AID FOR STATIONS 

.May I pass along tliis station's ap- 
preciation for your excellent re- 
lor the regional I>oyseii I'aint ac - 
porting ol the solicitation we made 
(oiiiit, ('_'!) A])ri I) and the sales sue - 
(esses boyseii has enjoyed since em- 
ploying the medium of television. 

In fact, we are so pleased with 
ihe artic le we would very muc h like 
to include il in our sales ]>orth>li(>. 
Would it be possible tc) receive re- 
prints lor this reason? If so, we 
will be greatly indebted. 

Once again, thank you for a su- 
peib job of reporting what we eon- 
sider an important local sales suc- 
cess — l)oth for this station and the 
client. I hope that the information 
\ou reported will aid other sta- 
lioiis in accpiiriiig somewhat rehic- 
laiii accounts in their markets. 

Keith Moon, 
Creative Director, Great Western 
Broadcasting, Sacramento, Cal. 

GLAD TO HAVE YOU, TOM 

Mnclosecl please find my ])ersonal 
check lor your special six-month 
subsc I ipiioii rate. K.SfTM-Radio was 
going to pa\' it . . . partially through 
vour maga/ine. I am now at KI) FH- 
Radio. I followed up an adveiii.se- 
meiit ill your maga/ine aiui here I 
are. 

Tom Corniea, 

Sales Manager KOTH. 
Dubuque, Iowa. 
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"GEMINI" — is the name of this twin camera system, employing 
a TK-60 Studio Camera which shares its lens with a 16mm film 
camera adjacently mounted. The operator uses the viewfinder of 
the television camera just as if he were shooting with the TK-60 
alone. Final product, a high quality television tape and a high 
quality 16mm film duplicate, eliminates the problem of the kine- 
scope as a factor in spot use of taped commercials and programs. 
Exclusive rights to "Gemini" are held by MGM. 





"STUDIO 60" — Food Photography Center, MGM 
Telestudios, New York, shown with RCA TK-60 Camera 
and MG.M-designed modular sets and special lighting 
equipment. Specialized studio is for use of advertisers and 
agencies in producing food commercials with deluxe 
TK-60 4Vi" image Orthicon Cameras and TR-22 Tran- 
sistorized TV Tape Recorders. Tailored especially to bring 
the 4V2" tube to its highest capability, the TK-60 assures 
the finest pictures with resolution and gray scale never 
before achieved. Automatically stabilized circuits assure 
uninterrupted production. A large bright viewfinder and 
provision for special effects are among built-in aids to 
production featured by the TK-60 Camera. 

DELUXE "TR-22" TV Tape Recorder- 

These strikingly styled, compact tape units are teamed 
with TK;-60 Cameras. The TR-22 is completely self-con- 
tained with recording, playback, monitoring and testing 
facilities all in one compact console. Rated technical per- 
formance is higher than any other video tape recorder. 
Record and playback functions are on opposite sides of 
the tape transport panel to avoid errors in operation. Tape 
transport is at a 45 degree angle for ease of loading and 
threading. RCA experience, creative engineering and high- 
est quality components make the fully transistorized 
TR-22 the leader in producing fine tapes. 



i 




At MGM Telestudios...only the finest is acceptable 
...in production values. ..in equipment 



That's why MGM Tclcstudios went "RCA, All The Way" 
— with the revolutionary new TK-60 cameras for the 
finest TV picture and the "new generation" TR-22 TV 
Tape Recorder for the finest tape fidelity. At MGM Tele- 
studios, where some of the industry's top creative crafts- 
men turn out TV commercials for the nation's leading 
advertisers, the word "finest" is the day-to-day measure 
of performance. 

As the production capability of television tape has in- 
creased, the limitations of original equipment have be- 



come more apparent. In the search for equipment com- 
patible with current tape technology, MGM Telestudios 
decided on RCA's "new generation ' TK-60 and TR-22. 
Four of these new TV cameras and si.\ of these fully 
transistorized TV Tape Recorders have been ordered. 
"Made for each other." these two RCA equipments bring 
new pictorial perfection in TV production, bring in- 
creased sales impact to tape commercials. These ad- 
vanced instruments are destined to become the standard 
of the industry for many years. 



For further information write to RCA, 
Broadcast and Television Equipment, 
BIdg. 15-5, Camden, N. J. Or see your 
Broadcast Representative. 




The Most Trusted Name in Television 



you always WIN when you use WGAI.-TV 




Only single medium assuring full sales 
power in the entire region ... a multi-city 
market including the metropolitan areas of 
Lancaster, Harrisburg, York, and many other 
communities. And, area-wide, the Channel 8 
viewing audience is unequaled by all other 
stations combined. This is full sales power. 
Use it to build sales and increase profits. 



W(]AI.-TV 

Channel 8 

Lancaster, Pa. 

STEINMAN STATION • Clair McCollough, Pres. 
Representative: The MEEKER Company, Inc.- New York • Chicago • Los Angeles • San Francisco 
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SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

13 IVIAY 1963 



Sports pricing self out: II spimling roMs 
(oiuiniie. atliletif e\eiit.s will soon he priced 
out of market, as far as C.IiS TV is eoii- 
cerned, says president )aiiies T. Aiil)rey. (r. 
He told annual alliliates nieetinjr Friday how 
dillicult it is lor net\\"ork. to maintain sports 
|)ro<>rann'n<> on a regidar i)asis and, as ex- 
ample, pointed to recent hidding h)r tiie 
XFL title game. "Two years ago, it was sold 
on a two-year i)asis for under S.'^OO. ()()(). Last 
year, it sold for Sfilo.OOO lor just one game, 
l itis year we put in a ST')*), 00 hid after con- 
sidering the costs of co\erage against oiu" 
arhantageous position of carrying regular 
sea.son XFL games and ha\ing potential 
sponsors already lined up, W'e lost out when 
XP.C put in a hid of Sl)2r>.000-and that's 
exclusive of production costs." 

Nothing wrong with star concept: c:r.s 

T\' programs \'.p. .Michael H. Dann has 
taken exception to people who are trying to 
hud faidl with the network going "the star 
roine." He was referring to CliS' slotting 
shows for ne.xt .season l)y such performers as 
[udy C.arland, Daiuiy Kaye, (ieorge C Scott. 
Phil Silvers, and (ilynis Johns. He said: 
"From the very outset. (CUkS) has never 
faltered from the cour.se of trying to sign 
the hesi writers, direttors. producers, and 
perh)rmers a\ailahle. . . If we wcic looking 
lor a Setretarv of Defense, Rohert .Mt- 
Xaniara would he great. If C.l\S had a hall 
team, we'd like Willie Mavs as a (enter 
heldei " Daiui stres-sed. "The hest perform- 
ances in the theatre can usually he expected 
from the hest people doing their hest work." 
In line with this, he revealed the signing hy 
the network of Rohert (loidet to star in an 
hour spet ial next season \\'ith Clare )1 l^iw- 
rence, also headline a future hour \arietv 
series. Also, \'an Heflin has heen signed 
to nariate "The (Ireat Adventure," hour 
series which begins filming next month in 
California. 



JFK salutes radio: " Fhis year, perhaps as 
never hefore, the nation's radio stations de- 
scr\e a \ery special .salute from the .\itieri- 
( an people. Radio's iiivaluahle ser\ ice in 
inhnniing Americans during periods ol in- 
ternational crisis is hut one of many vital 
.ser\ices pro\ided to (oiuimuiity and na- 
tion," Presidem |ohn F. Keiniedv said Fri- 
day to LeRoy Collins, president of the 
XAli. in a salute xvhich marked the begin- 
ning of national radio moiiili. 

B&B takes stand: Stiong opposition to tv 
"magazine toncept" and guaraineed c|)m 
was registeied Friday bv P»!^15 president Wil- 
liam R. Hes,se via internal memo. lioih 
\\'oitld stille competition and creati\ity. 
Hesse said. GoNermnent regulation of t\' 
programing", he added, could lead to demi.se 
of current free tv system. "It could easily 
lead to the need lor government subsidy." 
he said. 



RAB and NAB gab: .Meetings held late 
last week between RAIi and XAI> to discuss 
de\elopmenl of radio research methodology 
brought joint statemeiU that cooperative ef- 
fort would be (li.scu.s.sed further at meetings 
again this week. XAP> ])resident Collins and 
R.VI) piesident I>uuker said new .session 
xvould be in Xe\\' ^'ork. 

ABC Radio boom: Xetxvork leports S2.3 
million new and renewed business in past 
hve weeks. Xew advertisers and agencies: 
(i'ampbell (XLK:I») . Stephan F. Whitman 
(Aver), ('iiies Servite (IXX) , Texaco 
n5K.-B), A FRrT (Ayer) , Bnick (.M-F) , Dodge 
(P.P.DO), Dorineyer (Xorth) , Rexall 
(P»P>D()). Coiuinenlal Casualty (Hartman), 
Champion (JAVT) , Tidewater (Grey) . and 
Plymouth (Ayer). 

SPONSOR-WEEK continues on page 17 
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Yoli can't cover 
Indianapolis with 
Indianapolis TV ! 

*77;c Indianapolis Market, we mean! 

WTHI-TV in combination with Indianapolis stations offers more additional unduplicated TV homes 
than even the most extensive use of Indianapolis alone. 

More than 25% of consumer sales credited to Indianapolis comes from the area served by 
WTHI-TV, Terre Haute. 

More than 25% of the TV homes in the combined Indianapolis-Terre Haute television area are 
served by WTHI-TV. 

This unique situation revealed here definitely suggests the importance of re-evaluating your basic 
Indiana TV effort . . . The supporting facts and figures (yours for the asking) will show how you gain, 
at no increase in cost . . . 

1. Greatly expanded Indiana reach 

2. Effective and complete coverage of Indiana's two top TV markets 

3. Greatly improved overall cost efficiency 

So, let an Edward Petry man document the foregoing 
with authoritative distribution and TV audience data. 

WTHI-TV 



CHANNEL lO 
TERRE HAUTE, 
INDIANA 

*An affiliate of WTIII AM & FM 




WTHI-TV 

delivers more homes 
per average quarter 
hour than any 
Indiana station 
CIVIarch 1962 ARB) 
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(continued) 



IVIy Son, The Gladiator: Movie industry 
lias long had a wisthd theory that "spe( tacii- 
lar.s" ol lien-ll^tr ilk would iu>\er go on tv 
because only l)ig theater screens could ( ram 
ill all that adioii. Once again, nio\ ies ha\ e 
guessed wrong. Track record ol spe( tacle- 
tvpe liliiis on t\ siK li as [oe l.eviiie's Hercu- 
les (see photos) have proved that juvenile- 
slanted extra\agaii/as, usually long on char- 
iot races and short on plot, are ratings i)lock- 
jjusters. Recent entry of S|)e( tacolor C'orp., 
sul)sicliary ol Medallion Pictures, into this 
syndication field with special leature pack- 
age was with a mathematical ban<>:. Lead-ott 




film, Italian-made Son of S(tml)son, (ouiplete 
with Egyptian l)elly dancer, pulled strong 
18.5 .Arhitroii average quarter-hour rating 
and 20.8"o share in \ew Wnk area in first 
major showing 19 April on \\'OR-T\'. out- 
rating network rivals in prime time. Xe.xt 
phase will proi)ahly he de\'elopment of 
made-for-t\' film series, pr()i)al)ly with Kuro- 
pean shooting Icnales. built around strong- 
man and (jnasi-legendary themes, and de- 
signed for early-evening viewing. In fact, 
gladiators may eventnally rival frontier mar- 
shals and I'he Lone Rnnj^er. 




RUSH 



Heads GAC tV: Her- 
man Rush has taken 
o\er as president of 
Cicneral Artists Corpo- 
ration tv di\isif)n. 
Rush has been senior 
v.p. of di\isioii. The 
C".A(; tv division ie|)re- 
seiits eleven network 
tv |)rograms for ( om- 
ing season, against eight shows currently in 
wake of breakup of MC.A as a power in the 
talent field, GAC" is making a major push to 
become one of "liig Three" tv ageiiis. 

Schick buys Cooper: Sdiick has signed 
for partial S])oiisorsliip ol C'.US Radio co\er- 
age of (iordoii C-ooper spat e shot planned 
this week. Agemy is C.omptou. 

Syndicated Sf: Syndicators are (limbing 
aboard the science-liction bandwagon. Sf 
movies arc becoming one of the hottest items 
in local markets (see story, page 2'.*), and the 
demand is creating its own supply. Most of 
the liluis were originally contained in all- 
|)nrp()se feature packages; Allied Artists and 
other syndies now are breaking f)nt the sf 
reels and marketing them se])arately. AA's 
first otlier-w(5rlds block of 22 films was of- 
fered a year ago, has sold about 100 markets. 
A second package of 12, trade-titled "The 
Kxploitables." was unveiled last month, al- 
ready has been bought by 19 stations. In- 
cluded are such juicy tidbits as Disem- 
bodied, Crtih Monsters, and The Attack 
of the ^O-Fool Wonuin. Track record is 
good: AA cpiotes K(IO, San Franc isco, which 
recently was getting a share of from 45 to fi2 
in early evening time. 

All-Canada in N.Y.: All Canada Radio and 
Tekn ision opened offic e in Roc kefeller Cen- 
ter last week. Canadian firm reps 57 radio 
and t\' stations, now has oflices in Chicago, 
S. F., L. A.. Atlanta, and Dallas. 

SPONSOR-WEEK continues on page 18 
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Agencies OVerpromising?: I lu y arc-. Ste- 
phens Diet/., K R: K senior \'.p. said in address 
prepared for weekend delivery ai I'oint-of- 
I'urrhasc Advertisinj;" Institnie session in 
Hernuida. "I'erliaps we need a 'Ili^Ii Com- 
missioner of Titles and Terminology' to 
save irs from oiirsehcs and the residts of om" 
ver\ real enthnsiasni and skills, " Diet/, said. 
He added: "Ageney people are enthusiastic 
people, they hclicve in their companies and 
their capacities, anrl in the prorliirts and 
services tlieir c lients are offering the puhlic. 
Sometimes this entlursiasm leads them to 
promise more than they can dclixer." 

Uniform time : Broadcasters are enthirsiasti- 
cally supporting the move to legislate imi- 
form daylight-saving time laws and end the 
clock confirsion which costs them thousands 
of dollars— to say nothing of the headaches. 
A bill bv Sen. \\'arrcn Magnii.son (D.. 
\Vash.) , chairman of the Senate Commerce 
Connnittec, woidd end the hoppety skippety 
clock moves that vary from connty to county 
and even town to town, in some areas. 

The legislation woidd advance all clocks 
iniiformly in eight major time zones laid 
oiu across the country, from the last Sunday 
in iVpril, to the last Sunday in October, an- 
nually. Argument may develop over the 
proposed span of the switchover. Sen. A. 
\\'^illis Rc>licrt.son (D., Va.) would hold the 
span to three simimcr months of June, July 
and August. The shorter period would ap- 
peal to farmers, and might get warmer re- 
ception in the House. 

Free offers: How free are "free" offers? 
The Federal Trade Commission will try to 
find guidelines for use of the controversial 
word when it holds an open house disc irs- 
sion on the role of free offers in deceptive 
pricing. Also discussed at jime 10 hearing 
will be the enticing but inaccurate "le.ss 
than" price claims. Comments will go to 



suggested rules already circidated in the in- 
dustry by the comnii.ssion. 

FT(^ wants to sift tricky u.se of such com- 
parison claims in advertising as: ■"Previously 
offered but not sold at X price;'" "Le.ss than 
X dollars," in national or regional adxertis- 
ing; and finally, comparisons with "general- 
ly prexailing range of prices." 

TFE exhibs rejoining NAB? Despite TFE's 
success in Chicago, "we shoidd go back in 
the NAB fold because— as a integral part of 
the broadcasting indirstry— that is where we 
belong," .says Len I-'ircstone, v.p.-gen. mgr. 
of Foiu' Star Distribiuion. He urges those 
who broke with i\.\B give that organization 
chance to offer them "first class citizenship," 
in the form of full membership rather than 
associate, and setting a day aside at the con- 
vention strictly for the tv film industry. 

Newsmakers: (Gordon C. Cates joined 
Maxon as senior \.p., account supervisor, 
(iillettc toiletries division. Alan Miller also 
joined Maxon as accoimt cxeciuivc for same 
dix ision . . . Francis Lanigan elected senior 
v.p., James A. Haines and Richard |. Ende 
elec ted \ ice presidents at Benton &: Bowles. 
Lanigan is management supervisor, Haines a 




creative supervisor, and Ende an art group 
head . . . John M. 'Fyson elec ted vice presi- 
dent in charge, advertising and merchandis- 
ing, Hciddciu . . . \\'alter F. Cohan ap- 
pointed marketing manager. General Foods 
Kool-Aid division. Robert P. Bauman suc- 
ceeds Cohan as Maxwell House division 
national sales manager. 

SPONSOR-WEEK continues on page 50 
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In Pittsburgh a hero is a hoagy 



Local expressions point up the im- 
portance of market-by-market advertis- 
ing. You can't get the proper emphasis 
on a nationwide level. You've got to 
match your product to your market. The 
advertising flexibility you're looking for 
is Spot TV. Spot-your-market TV. 

There's nothing casual about Spot 
TV. It's carefully planned. It's individ- 



ually tailored to suit you. You can't be 
casual if you have to bolster sales where 
they are slipping— meet the challenge of 
new competition — apply seasonal con- 
trol or timing— test a product, or expand 
distribution into new markets. 

TvAR, representing a select list of 
major market TV stations, can show you 
how to get more out of your advertising 



dollars by buying on a spot-your-market 
basis. TvAR's "Television Spot Test" en- 
ables you to document the effectiveness 
of Spot TV. TvAR's "Brand Compari- 
sons," give the status of 500 brands in 
our eight represented markets. 

Spot TV is the flexible advertising 
medium. TvAR is the personalized serv- 
ice. Why not take advantage of both? 



TELEVISION ADVERTISING V J REPRESENTATIVES, INC. 

VJBJV CHARLOTTE (JEFFERSON STANDARD BROADCASTING CO.) • V/TOP-TV WASHINGTON AND V/JXT JACKSONVILLE (POST-NEWSWEEK STATIONS) 
WBZ-TV BOSTON, WJZ-TV BALTIMORE, KDKA-TV PITTSBURGH, KYW-TV CLEVELAND AWD KPIX SAN FRANCISCO (WESTINGHOUSE BROADCASTING COMPANY) 

TvAR Offices in New York. Chicago, Detroit, San Francisco, Los Angeles and Atlanta 




Underneath is Charlotte 



Beneath all the business and bustle is 
Charlotte. More than 100,000 cars enter 
this booming city on an average day. And 
you'll find more people in the Charlotte 
75-mile radius than in a corresponding 
radius around Atlanta, Indianapolis, Kan- 
sas City, and Minneapolis. What better 
way to get at this thriving market than 
through WBT Radio Charlotte? Forover40 
years, WBT has had the largest adult audi- 
ence for the 37-county basic area. And 
this is the audience that receives and 
spends most of Charlotte's $2,612,784,000 
v^orth of spending money.* Reach them 
v^ith the station they turn to for responsi- 
bleprogramming,outstandingservice,and 
finer entertainment. WBT Radio Charlotte 
Jefferson Standard BroadcastingCompany. 
Represented nationally byjohn Blair & Co. 

•90u>cci sunvEV or buyinq power 



"DATA DIGEST 



Basic facts and figures 
on television and radis 



In-supermarket promotion gains impetus 

In tlie chain between tlie manufnctiirer and tlic consumer, 
advertising is one of tlie key links. Another \ ital link for broad- 
cast advertising's major customer, food and food products, is pro- 
motion. Most adverti.sers and sometimes broadcast media pro- 
vide varioiLs forms of promotion to the food store. So nnich so, 
that promotions and deals are being offered stores at a rate of 
more than 50 a day, according to a survey reported by Progressive 
Grocer's Progress. 

Many are accepted withom entlnrsiasm, Progress reports, and 
a few get the enthirsiastic in-store follow through. 

I'rogress notes: "We recently observed these traditional prac- 
tices . . . they t)ear a fresh new look. 

"1. In a recent check of a leading chain supermarket, 29 oin 
of the 84 items stocked in the coffee and tea section carried 'cents 
off' on the laf)el. 

"2. The manager of a $3 million supermarket said that he 
throws away 60% of the display material that he receives. 

"3. riie manager of a miilti-niillion-dollar super was offered 
three white shirts in return for a 50 case display of an item that 
normally sold a case a week. 

"4. Two manufactiners' .salesmen spent two hours t)uilding a 
display in a supermarket. The cost of their time was four times 
the profit the company could have made if all the merchandi.se 
was sold. 

"5. Another .salesman, two weeks f)efore Christmas, was offer- 
ing a holiday promotion involving a stuffed toy." 

In conclusion, Progress notes: "The burden of planning pro- 
motions falls on the general offices of the manufacturer. Here, 
a few extra hours spent in setting up policies and of)jectives can 
pay off in real dollars and cents ... if they are ba.sed on a better 
imderstanding of how the supermarket operates. 

"Never before has there been such a great need for more imagi- 
nation in promotional techniques . . . and a better use of the 
manufactmer's .selling force." 

Academy Awards bring surprise rating tie 

Kor the first time in five years, the annual Academy Awards 
telecast has been closely tied by another program for its high 
place in the Xiel.sen ratings. Vor the two weeks ending 21 April, 
Nielsen clocks the one-shot f)roadcast at 37.2, finishing in the 
second spot behind Beverly Hillbillies, which recorded a .S7.8 
rating. To re.searchers, the difference t)etween the ratings is so 
slight as to residt in a virtual draw. Previously, Nielsen ratings 
indicated the Awards reached larger audiences than near-con- 
tenders. The rank for other shows during the period: .S. Candid 
Camera, 32.S; 4. Red Skelton Hour, .S0.8; Atidy Griffith Slwiv, 
30.7; Bononza, 29.7; Dick Van Dyke, 28.5; 8. Bob Hope Shoiu, 
27.8: 9. What's My Line, 26.7; 10. Gunsmoke, 25.9. 
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Television, Inc. 




\V0iAt0'T\\ Auv for 
MoUne^East MoUne'Duvenport'itoek tsland, 
prouillf/ appoints Mt-tt Television itte. 
as exclusive national representative 
effective inunetliat0dff. 



Francis J. Coyle 
Chairman Of The Board 



Frank I*. Sclireiber 
■'resident 



L«s C. Kau 
tionoral SnIt'K Alana|<or 
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Only Kprc-TV? 



Yes, only KPRC-TV. Because only KPRC-TV has CH-2, 

most effective selling agent put in television. Thousands 
rely on KPRC-TV and only KPRC-TV to stimulate 
sales. Only KPRC-TV— the station for people who 
like results. 




'SPONSOR-SCOPE 



Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



13 MAY 1963 



The pressure is on again in Washington to put the tobacco industry-and its advertising 
-under tighter government control. 

Rep. Morris K. Udall last week joined Sens. Nfoss and Neiiberger in a Capitol 
Hill crusade to extend Food & Drug Administration regulations to cigarettes. 
Udall feels his proposed legislation will be "more eflPective" than earlier ideas of his 
to prohibit tobacco advertising until late evening hours. 

Arizona Democrat Udall has since learned something which is no surprise to 
veteran researchers— that kids stay up late to watch tv. Also, Udall has apparently 
decided the ban on cigarette commercials would not only be ineffective but would 
be discriminatory. 

Udall says there is no intent to try to stop people from smoking, but would 
seek to have evidence claiming to connect smoking with respiratory ailments as- 
sayed by the FDA. 



Pancake-syrup concerns (Log Cabin, et al.) may trim their radio/tv spending this sum- 
mer and fall. The villain is Mother Nature. 

It's been a bad season for maple-syruj) producers. First, there Avas a severe cold 
spell in March. Then came a temperature rise in April Avhich started maple trees 
budding and ended the sap flow. 

Producers of maple syrup report that tlieir output is do^vn 25% or more from 
last year's 1.4 million gallons. 

On the other hand, this might well be a good time for large-scale processors of 
honey and other syrups to step up their campaigns to grab off some of the maple- 
syTup or maple-blend market. 

^ 

Familiar problem for agencies of lack of dollar-expenditure figures in national spot ra- 
dio has been attacked anew by a leading broadcaster. 

John F. Box, Jr., managing director of The Balaban Stations, urged last week at 
a meeting of Kentucky broadcasters that station executives make "regular reports" 
of spot radio spending. 

Industry failure to provide such information. Box said, is "stifling many poten- 
tial radio budgets. ' Box urged cooperation with RAB in such a reporting project. 



Japanese broadcasting world is no different from ours, Arthur Hull Hayes, CBS Radio 
president, found out recently during his visit to the Far East. 

In a conversation, via an interpreter, with Tamai Morinioto, managing director 
of the Tokyo Broadcasting System, Hayes learned that Japanese radio is feeling 
tv's elbow in its ribs just as sharply as U.S. radio felt it a half-dozen years ago. 

Tv in Japan has currently reached more than 60% saturation. 

In Japan, as here, radio is dependent on revenue from advertising. Moramoto 
was reassured by Hayes' first-hand report, that U.S. radio's business in general, and 
his own network's in particular, is booming. 

The phrase, "business is booming" required some extra effort by the trans- 
lator, but Hayes knew, from the smiling face of his host, that he had gotten the 
point across. 
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"The most efficient way to reach the largest audiences is with the longest market list." 

So reports Tvli in its new presentation "Selectroniscope 1001, an audit of au- 
diences and costs of spot television." The chart below from the presentation shows 
lowest cost schedules that deliver various sized audiences within a four-week period, 
20-second announcements in all time periods. 

To reach this And the lowest cost schedule 

percentt of Costs this much per week uses this placement of its 

all tv homes (thousands) spots* 



85% 






$209.7 


10 


5 


80% 




$180.0 


$152.8 




5 


70% 




$109.1 


$ 84.4 


8 


2 


60% 


$95.6 


$ 72.1 


$ 63.6 




2 


50% 


$53.4 


$ 55.0 


$ 45.3 


8 


2 


40% 


$38.7 


$ 33.6 


$ 32.3 




1 - 




50 


100 


150 


Day 


Night Late 



Number of markets used *Number of spots used by 

lowest cost schedule 
(weekly) 

fPercent of total U.S. tv homes reached in four weeks 



Despite increased circulation, newspapers are failing to keep pace with population 
growth. 

An analysis by NBC Research shows circulation dropped to 1.10 daily news- 
papers per household in 1962, an 11% decline since 1950 when 1.24 daily newspa- 
pers weie circulated per U.S. household. For Sunday editions, the decline is even 
sharper. 

Sunday newspaper circulation per household fell 16% between 1950 and 1962, 
dropping from 1.07 copies per household to .90 copies per household in 1962. 

With daily newspaper circulation at 59.6 million in 1962, and growing at a 
comparatively slow rate, newspapers are threatened by tv "circulation" in another 
respect. NBC January 1963 figures show 60,555,000 tv sets in all places, and 58,- 
665,000 tv sets in households. 



ABC TV has scored a breakthrough on the gross-billing lists which serve as a partial 
barometer of network strength. 

While its share of total billings is coming closer to parity with CBS TV and 
NBC TV, it has always been third ranked. But in one segment, ABC TV has be- 
come the leader. 

January TvB/LNA-BAR figures show ABC weekend daytime billings up 
180.7% over a year ago. With $1.7 million for the month, it leads in this period. 
CBS TV with $1.3 million, and NBC TV with $1.5 million for the month, are run- 
ncrs-up in weekend daytime. For the most part, ABC's shows in these time periods 
are film-oriented. 
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Network tv's gain is spot tv's loss in the case of the entry into network telecasting this 
fall by Hunt Foods with a $3 million budget. 

Hunt, via Y&R, will he alternate-week sponsor of "My Three Sons" on ABC 
TV this fall, splitting the tah with Quaker Oats (via J^VT) . 

While ABC couldn't he happier, station reps are not. In 1961, Hunt spent 
$4.2 million in spot tv, making the California food firm one of the medium's top 
spenders. In 1962, this figure was sliced to $1.1 million, largely because of cutbacks 
in Hunt spending for Wesson Oil. 

Now, Hunt spending is back to much of what it was, but this time network tv 
gets the lion's share, with only marginal budgets allocated for spot radio/tv. An- 
other $3 million or so will go to print media. 

^ 

Remember Jack Barry and Dan Enright, the onetime packagers of "Twenty One"? 
Well, apparently they've won part-forgiveness from the FCC. 

Messrs. Barry and Enright own a radio station in Hollyivood, Fla.— WGMA— 
whose license is up for renewal. 

An FCC hearing examiner has voted leniency, and a license renewal for the 
station, because of the outlet's "fine programing record," and because the station 
was not linked in any way to the onetime tv quiz show. Final decision will be made 
by the full FCC commission. 

^ 

An unusual kudo has come the way of Genesee Beer. The upstate-New York beer's 
taped tv commercials have been accepted for the Cannes Advertising Film Festival. 

The move is an interesting one. It underlines, for example, the growing ma- 
turity of tv tape as a commercial production medium, although better than 80% of 
all national tv commercials are produced on film. 

It also emphasizes a film development which has aided tape production consid- 
erably—high-grade kinescopes which are a close approximation of the original tape 
quality and which can be screened via film projectors at any time, and in any place. 

One reason for the quality level in the Genesee commercials: visuals are su- 
pervised by Howard Zief, a top-notch still photographer. 



There may well be some verbal fireworks in store for New York-area admen on 16 
May, at the annual dinner of the advertising-p.r. division of UJA. 

David Susskind, recently bounced from Metromedia's WNEW-TV, Avill host 
a live "Open End"-type discussion following the United Jewish Appeal dinner at 
the Plaza. 

Gathered as panelists for the session— for the first time in a long, long time- 
will be the program chiefs of the three tv networks: v.p.'s Mike Dann (CBS TV) , 
Dan Melnick (ABC TV) , and Mort Werner (NBC TV). 

In addit ion, UJA oflicials promise, there'll be "three top executives of ad agen- 
cies with extensive tv billings." 

The event is being staged as part of U J As' national drive to raise funds to aid 
immigration to Israel and to assist refugees. Extra inducement: door prizes, for 
the first time, including three sable stoles. 
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"Why not use a Ouija board?" This query was made recently in Washington, and was 
uttered in all seriousness. 

Statements made at the Harris rating hearing that there is no significant dif- 
ference between a 1.0 and a 2.0 rating at the two sigma level, given the size of the 
Nielsen national radio sample, brought the Ouija board question from Congress- 
man Younger. 

"If broadcasters and advertisers trying to determine which of two shows has a 
larger audience regarded ratings as worthless and switched to the Ouija board," one 
network researcher later pointed out, "they'd be right half the time, wrong the other 
half. With the ratings mentioned above, and the sample sizes involved, in look- 
ing for the larger audience show, they would always select the show with the 2.0 rat- 
ing, and they would be right 96% of the time. Obviously, information which re- 
duces \vTong decisions from 50% to 4% is extremely valuable even though there 
is no significant difference between a 1.0 rating and a 2.0 rating at the two sigma 
level." 

The two sigma level is the point where there is only one chance in 20 in which 
the result could be an accident. 



MGM Telestudios, which has a nice sense of timing, has announced a new tape 
commercial service for agencies. 

It involves a tie-in with Sony Corp. of America, distributors of Japanese-made 
high-quality electronic products. Sony's newest gadget is the PV-100, a small-size, 
transistorized video tape recorder which sells for 5 '2,000. 

The recorder is not designed to compete with the full-sized RCA and Ampex 
recorders (which also cost about five times as much as the Sony unit) . However, 
Telestudios sees plenty of use for it on Madison Avenue as a moderate-cost device to 
record competitive commercials, product tests, workshop production, story boards, 
and the like. 

Accordingly, Telestudios has bought a Sony PV-100, and will make copies, 
without charge, of Telestudios-produced tapes on it for playback on similar Sony 
machines at agencies. Telestudios president George K. Gould hailed the Sony re- 
corder officially as "a major breakthrough to more widespread use of video tape." 



The syndication market for documentaries and public-affairs shows is proving to be a 
lucrative and important sales outlet. 

United Artists Tv has signed a deal with producer David L. Wolper whereby 
UA will distribute six new hour-long specials on a market-by-market basis. The 

deal marks the first time the UA syndication firm has handled a series of specials, 
rather than a week-to-week series. 

Robert Reis has been named by UA-TV to the new post of manager, special 
projects, to handle the sale of the Wolper series, which will deal with such topics as 
the inside story of Pearl Harbor and a Kaiser-to-Khrushchev portrait of Berlin. 
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First in 
Hoosier 
Hearts 

Here's a driver' s-eye view of ttie 
storied Indianapolis l\/lotor Speedway 
showing the main straightaway 
. . . where cars reach speeds 
exceeding 180 miles per hour! 



/ 



f3 

I 




First in Hoosier Homes 



These are the best of days here in Indianapolis. 

Out at the track, excitement is high as newly- designed cars 
challenge the supremacy of the traditional "Indy" roadsters, 
and famous foreign road-racing champions try to break into the 
field for what promises to be the most dramatic 500-Mile 
Memorial Day Race in history. 

Back in town it's a time of bands and bunting as the colorful 
"500" Festival gets into full swing. 

And right in the middle of everything is ... us! 

Again this year — with the biggest fleet of mobile remote 
equipment in town — we're presenting daily trackside broadcasts 
. . . and we're covering the Coronation Ball, the spectacular 
Festival Parade, the $50,000 Festival Golf Tournament, the 
qualification trials, the Victory Dinner ... all the exciting events 
surrounding the race and the Festival. 

It's coverage like this that has made us the top TV station in 
town . . . and the top buy for any advertiser wishing to reach 
Indianapolis and its rich satellite markets. Ask your KATZ man! 




TIME-LIFE 
BROADCAST 
INC. 



America's 13th TV Market 

with the only basic NBC coverage of 760.000 TV set 
owning families. ARB Nov., 1 961 . Nationwide Sweep. 
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PACKAGED EFFECTIVENESS For packaged down- 
to-earth effectiveness, we suggest a different agricultural tool. It's a WCAU Radio microphone 
—prime aid in the movement of goods and services in Philadelphia, the nation's fourth largest 
market. ■ One of the key selling forces behind this microphone is Hugh Ferguson, WCAU 
Radio Farm Director. ■ His 5:30-6 AlVl "Rural Digest" (Monday through Saturday) features over- 
night reports from nearby auction markets . . . U.S. Weather Bureau forecasts . . . seasonal 
spray information .... a special agricultural weather wire from Rutgers University in New 
Brunswick, N.J. ■ Hugh Ferguson gets around. He speaks at agricultural meetings. He is also 
in the field interviewing state and federal officials; area farmers, large and small. ■ WCAU 
Radio, "Rural Digest," and Hugh Ferguson mean down-to-earth effectiveness. Hugh Ferguson, 
with WCAU Radio for 24 years, can be your man in our rich farm and urban four-state market. 



WCAU RADIO 



THE CBS OWNED STATION IN PHILADELPHIA 
REPRESENTED BY CBS RADIO SPOT SALES 
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Other-world tv 
series shoots 
for new fall 
ratings orbit 

Hard-headed advertisers 

like Pontiac, Schick, and 
L&M back ABC TV show 



Nearly 30 years ago, a generation 
of youngsters now old enough 
to be advertising managers and 
agency v.p.'s sat in silent thralldom 
before their family's ratlios in the 
late afternoons to hear the latest 
episode in the interplanetary ad- 
ventures of Buck Rogers. 

As these youngsters grew up, 
they could (h'al such science-fiction 
air shows as the Orson Welles War 
()( the Worlds radio drama in the 
laie I930's, Dimension X on radio 
in the late 1910's, Lights Out and 
Out There and Tales of Tomorroiu 
on t\- in the early I95()'s. 

More recently, radio/tv science 
fiction has languished (wiih the 
])ossibIe exception of a few one- 
shot dramas in tv and Tzriliglit 
Zone) , lost amid trends tf)ward 
westerns, private-eye stories, and 
medical and legal dramas. 

Science fiction — the imaginative 

S-/ movies like "The Day Earth Stood 
Still" have had oiitstanditig surm.\ mi 
XliC's movie series, as ivell as in local 
TV playdates on stations like IVAIiC- 
71', A'. 1'. High ratings on stich movie- 
casts (see chart next page) that helped 
trigger trend to new made-for-tv s-f 
shows this fall, such as AliC's "Outer 
Limits" and C.IiS's "My Favorite 
Martian." 






Look, ma, I'm 
a Martian this 
fall on my own 
tv series! 

literary realm in wliidi writers use 
the outer limits of tlie s<ieiue of 
the <la\ as the jiiiiip-oir point — has 
never really been absent for very 
\oi\g from network progranu'ng. 

, At the same time, it has never 
really made it big, nor has it start- 
ed the kind al liemh that tan be 
traced to Gunsmoke or 77 Siiusct 
Strif). 

However, now that space ex- 
])loration, conmitmic ations satel- 

ulJJJII Hill ,11111111111111 III mil III I'll iimrii 
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lites, long-range rockets and nu- 
clear develojjments are part of the 
realm of scientific fact, science fic- 
tion may soon close the j)rograni- 
ing circle and once more shoot for 
a solid ratings orbit. And, se\eral 
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Down-to-earth ratings from outer space 



Memphis (Sat. 6:30-7:30 p.m.) 




Rating 


Share 


Fantastic Features 


WHBQ 


31.2 


43.7 


Jackie Gleason 


WREC 


25.1 


35.2 


Sam Benedict 


WMCT 


15.2 


21.3 


Fresno (Fri. 6:30-7:30 p.m.) 


Science Fiction Movie 


KJEO 


22.8 


49.8 


News Manhunt 


KMJ 


11.3 


24.7 


News M Squad 


KFRE 


5.8 


12.7 


Groucho People Are Funny 


KICU 


3.5 


7.6 


Milwaukee (Fri. 10:15-11:45 p.m.) 


Science Fiction Movie 


WISN 


20.6 


42.9 


Sport^Rlpcord Tonight 


WTMJ 


13.3 


27.7 


Movie 


Win 


13.0 


27.1 


Dallas-Ft. Worth (Sat. 10:30-12:00 p.m.) 


Science Fiction 


WBAP 


10.6 


42.7 


News Movie 


KRLO 


7.9 


31.9 


Late Night Theater 


WFAA 


3.3 


13.3 


Starlitht Ibeater 


KTVT 


2.3 


9.3 


Houston (Sat. 10:15-11:30 p.m.) 


Weirif 


KIRK 


14.8 


37.3 


Big Movie 


KPRC 


12.3 


31.0 


Academy Award Theater 


KHOU 


12.6 


31.5 



.^Source : ARB. Xovember 19fi2 
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leading advertisers aie due to pick 
uj) the tab for the sponsorship of 
the initial latmching. 

Pontiac, Schick, and L&M liavt 
signed for a space-age adventure on 
AHC TV. A fourth big buy has 
also been j)encilled, hut the ac- 
coma's identity is not yet avail- 
able. 

The money's going with Oulci 
Limits, a one-hour science-fiction 
series from ITA-T\' which ABC 
coolly jjredicts will earn at least a 
33% share of audience. 

Fidfilling this hope won't be any 
snaj), because Limits (7:30 p.in, 
Monday) will be battling the j)anel 
games on CHS, and the big-budgei 
movie on NHC. 

According to Daniel Melnick, 
AHC TV's nighttime program \p, 
the idea had its genesis in local- 
market rating reports which re- 
vealed that "old science-fiction 
movies" were getting surjirisingly 
high shares around the coimtry. 
(See chart, this Jiage) . 

Stephano the producer 

Out of this discovery evolved 
ABC's jjroject for a 39-part net- 
work series, given shaj)e and con- 
tinuity by Leslie Stevens. Physi- 
cal jjroduction was assigned to 
Joseph Stephano, whose credits in- 
clude the script of Hitchcock's 
Psycho. 

Riding herd on the scheme wa? 
ABC's clirector of program devel- 
ojjment, Stanley Chase, who early 
laid down the boundaries as those 
of "tolerable terror." 

Precisely what's emerging from 
all this activity apj)ears to defy 
definition. For examjile. Chase 
himself tends to describe the show 
in terms of what it's not: "It's ntjl 
fantasy; all the action's within the 
area of j)rol)ability. 

"It's not of the sujjernatura!, 
and not within the mind of one 
man. It's certainly not the Tzoi- 
liglit Zone. The show is science- 
fiction oriented, l)ut it's not a dra- 
ma of outer sjjace exploration. It's 
concerned with things which might 
exist and events which might hap- 
jjen within the outer linn'ts. 

"Of what? Why, the outer lim- 
its of everything . . ." 

This seems to leave room for the 
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iiiveiiiivencss ol Siepliaiio, and 
Daystar Produrtion'!! team of writ- 
ers. (IhasiC also reports that heavy 
use is being made of re( ently-tlevel- 
opetl oj>tical and special effects, 
and that the program's format is a 
guest-star anthology with continu- 
ing narrator. 

If the shape of the show hasn't 
yet emerged with crystal c larity (at 
least, for publication) the reason- 
ing behind ABC's \entiire is lim- 
pid and forceful. A conridential 
memo from the net's researchers 
lays out three points: 

• Science-fiction is a proven for- 
mat whic h has enjoyed high success 



in the mo\ies and on local tv even 
in the form of cheaply produced 
fare. 

• CHS' competition, the older- 
appeal To Tell The Truth and 
Tve Got a Secret, c an be cflec tively 
counter-programed by strong 
young-adult apj>eul. 

• NBC movies have a record of 
not being able to sustain high au- 
dience levels; cjver the last four 
rated national weeks, Monday 
Xiglit Movies have averaged a 2{\.f> 
share on XT I. 

Apart from si's apparent lure in 
local markets, ABC also doc uments 
the fact that occasional network 



entries ha\e done well. ¥nx ex- 
ample, when The Day the Earth 
Stood Still was featured on Satur- 
day Xight at the Movies, it emerged 
as the second highest rated movie 
from October, I'.Kil clear through 
to March 1903: its Nielsen average 
rating was 25.r>, earning 121/9 mil- 
lion average homes on a '5'.). 3 share 
of audience. 

A15C also is cpioting the success 
of another mo\'ie. The Invisible 
Invaders, which it screened on its 
New York station on 21 April. The 
sf fdm earned a 1 5.6 rating (NSl) 
and a 'l.'5"t, three-network share of 
{Please turn to page fi!) 



If Midnight Miss sells science-fiction movies 



Talk about science-fiction programs, here's one 
station that found them just what the audience 
ordered, and the sponsors as well. 

When KMTV, Omaha, program director Lou Jeff- 
ery took a look at his station's Saturday night 
schedule last fall, he had no small problem on his 
hands. Five nights a week, KMTV 
programs NBC TV's "Tonight." 
Saturday night was different: 
while competing affiliates of other 
networks carried through with 
weeknight shows, KMTV could not. 

After deciding feature-film was 
the best bet, Jeffery faced an 
additional problem-, competition 
from the expensive film packages 
of the two rival stations. He was 
not about to out-spend his com- 
petitors and therefore decided to 
experiment with an off-beat series 
of movies, packaged and pro- 
moted with a local gimmick, and 
he came up with a rating block- 
buster for Omaha viewers. 

Jeffery hand-picked his own 
package of science fiction films from libraries of 
several film distributors. Locally, he also searched 
for an appropriate late evening host and found an 
eye-filling hostess in Pat Jones. A student at the 
University of Omaha, she specializes in off-campus 
folk singing and poetry. Pat introduces the show, 
voices live lead-ins for local commercials (pictured 
here), and takes off on bits of the hyped-up hair 



raisers. Burlesquing the show, Pat often cos- 
tumes herself as a witch complete with rhyming 
witticisms, or offers definitions such as "Robot 
Monsters — definitely not human. Just a pile of 
surgical steel from some doctor's flat . . . with 
sealed-beam headlights instead of hats." 




The first indication of audience acceptance was 
very encouraging. In the January '63 ARB, KMTV's 
"Pat's Science Fiction Movie" had a 55% share in 
homes reached. 

Current national advertisers participating include 
Procter & Gamble, Lever Bros., Alberto-Culver, 
Campbell Soup, Avon, Ralston Purina, and Seal- 
test. Many local companies are also avid sponsors. 
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Nonllca^t Airlines, llyiiif^ in rough 
liii:in(ial \\e:illicr, is finding iv 
and radio advertising ilie next best 
iliiug lo a new railai set. 

The airhne's New York and IJos- 
lon-to-M ianii roiiies, heavily adver- 
lised on icle\ision, ha\e brought a 
steady inoiith-hy-iiioiith increase in 
business. During the first (jnarter 
ol this year. New York-Miami busi- 
ness increased by 48%, lioston- 
M iami Northeast credits 

both increases to television, some 
(iO', ()( the airhne's .•^9()(),0()() ad 



Promotion is 
wiiat counts 
in today's jet 
era, so . . . 



continuing u'ith three airhnes to 
Florichi. The report also retom- 
niends taking oft Northeast as the 
third airline. 

It is believed the recent success 
of Northeast Florida llights, attrib- 
uted mainly to tv may helj) the 
airline keej) the rome. Permission 
to operate to/ from Florida was 
granted for only a five-year period 
in 1950, hut hearings on renewal 
continue to drag on. A CAIi deci- 
sion on permanent authority — re 
c| nested by Northeast and violent- 




Northeast flies high in tv sky 



budget during tlie first (juarter. 

Rapid growth has brought North- 
east from a poor third in East 
Coast-Florida business volume to 
virtually a tie for second with Na- 
tional. Eastern is the undisputed 
leadei. In the Boston-Miami mar- 
ket .Xortheast now lanks first. 

The l)ig fight for passengers is on 
television: each airline, one by one, 
is moving to the mediiun {Sponsor- 
Scope, 8 April) . Both Eastern and 
Xortheast opened tiieir first com- 
mercial schedules in New York 
during early weeks of the N'ew York 
newspaper strike, though both air- 
lines had planned to use t\ before 
the print l)lack-out. F>oth are con- 
tinuing heavy use of tv in New 
York, as well as other lliglit mar- 
kets. National laimched a major 
spot campaign on 37 stations in 1 1 



major markets late last month. 

Ill recent years no substantial 
growtli trend in the ntniiber of pas- 
sengers to Florida has been sliowii, 
suggesting that a passenger gained 
for one airline is another airline's 
loss. 

Authorized in '50s 

Most route duplications — in this 
case triplication — were authori/ed 
by the Civil Aeronautics Board 
amid the optimism of the '50s when 
the domestic route system was ex- 
|)anded. But now, with many air- 
hnes flying at risky financial alti- 
tudes, the CAB may attempt to cut 
down competition. Northeast's New 
^'ork- and Boston-to- .Miami routes 
are j)rinie targets. However, a re- 
cent report by an independent ex- 
aminer — still lo be heard by the 
five-man CAIi board — recommends 



Iv op])osed by Eastern and Nation- 
al — is expected by stmimer. A de- 
cision against Northeast could seri- 
ously ci ipple the airline, already in 
debt. 

Media strategy has literally been 
turned over in the last year. In '62 
05% of the ad budget went to 
newspapers, now 00% of the budg- 
et is going to tv. Radio spendings 
remain about the same. "The air- 
line is not able to compete with 
large competitors on a day-by-day 
lineage scale," says Joel Danials, 
Northeast director of advertising. 
"^\'e felt it was the right move to 
try tv." Allocations for the first 
cpiarter were $500,000 to tv, S222,- 
()()() to newspapers, and 1 00,000 to 
radio. 

Both Eastern and National ex- 
ecutives pav tribute to the origin- 
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Going over ad plans 

[oel Diiinals. NOi i1i(ms( diu'dur ol ad- 
vcriisiii>i ((), Idoks over stmniicr spot 
sclii'chilc with I- llii,y;li E. Davis, account 
supervisor, ami l.cci kecgan, Jr., SSC&li 



A local touch 

Commercials fcitiiic |im Doolcy, ;i 
wcll-t.mucd local spoi tscaster. I'cople 
rcniCiiilKT Doolev's "conic on doivn" 




aiiiv ami puiliiig-powcr of North- 
casi's new video taj)c commercials. 
The advei'tising innovation, which 
involved newsy information on vi- 
deo tape, conies from SSCS;!'. The 
agency took the accoinn oxer from 
j. Walter Thoni|)son last Decem- 
ber. 

"The best way to get people to 
lly Norilieast to Florida," accord- 
ing to Danials, "is to create within 
them, a desire to go to Florida and 
closely identify the airline with 
this desire." Danials and his asso- 
ciates icnew this woidd be difficuli 
as their route is relatively new 
compared with Eastern's, which has 
had a strong Florida identification 
for some time. 

"Flown N'orth by Xortheasi," the 
commercials featiue Jim Dooley, a 
local s]Jortscasier. who chats with 



actual tonri.sts on vacation. Inte- 
grated with conversation are Hashes 
of np-to-date information on 
weather and previews of events in 
the near future. The commeirials 
are designed to he "a laie report 
from Florida," wliiih, at most, can 
be used for oidy a lew days. 

Such a news angle lor tv adver- 
tising is an advantage \ ideo tape 
promoters lia\e been |)iisliing for 
some time. P'ast utilization of news 
is only ]Jossible on tape, which is 
inmiediate. 

Scenes are geaied to tomist in- 
terests: a golf comse, race tracic, 
swimming pool, or tennis court. 
Through conversation Dooley tries 
to create a desire to "come on 
down." F\idently it works. Ex- 
eciiti\es at Northeast and SSCS:B 
(eel the cain])aign has been ])ower- 



fiil. In the month of January 
alone — the first month of the tv 
campaign — llostoii calls to reserva- 
tions went lip 59%, New York 
calls. 39 

Advertising changes seasonally 

Northeast's advertising varies 
ratiically l)y season. December 
through the first half of April are 
heavy wintei -vacation advertising 
months. !'>eginning 1 May the air- 
line started its summer drive with 
22 tv spots a week in New York, 
nine in IJoston, six in I'hiladelphia. 
August, September, and October, 
are cjuiet ad months, the summer 
market alreaily sold and the winter 
market still ])remature. 

I)iisiness volume has increased 
substantially so far this year. Al- 
though business is up considerably 
(I'lca.sr I tint lo pnge 47) 
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'1s Danny Seymour expecting you?" 



N 



Visitors to ad 
agencies like 
JWT, B&B, 
Burnett, BBDO, 
L&N find the 
reception room 
vigil easy 
to take because 
of calories & 
culture provided 
by management. 
So, next time, 
just relax . . . 



|() (III coiirfuit broadcast sales 
cxc( on liis appoiiiied rounds 
ol Madison j\\cmiuc advertising 
agencies need go hungry. 

Any knowledgeable media solici- 
tor can eat lor Iree in many ad 
agency reception rooms. He can 
sample a wide assortment ol co- 
mestibles. He can taste a gaiiuii ol 
goodies ranging Irom juicy apples 
lo bubble gum and polish ofi the 
meal with es])resso coffee. 

Morc()\'er, sa\'\'y station reps or 



talent agents whh a cra\ing lor 
contemporary an, <an gander ibe 
latest consii u<'tions and ai)sirac- 
lions in painless lashion while 
waiting to see the man who buys 
the radio/i\' schedules. 

l"or the agenc\ caller who lo\es 
Iruii, theie's no better Irnii stand 
than Leo liurneii. It is estimated 
that some 150,000 apples are eaten 
by visitors in the six ofFices, iiu iud- 
iiig New York, ol the Leo Burnett 
Conipain. This is a lot ol apples. 




Bring on the expert bubble makers 

Stallcr at The Zakiii Co. lays out daily supply of client's Dul)l)le Biil)I)le biil)I)lc gum 
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ill ])i;i{ ti( ally anyone's ordiard. 

The bii'>iiiess of eating a[)])les in 
a liiinieri recL-ption tdoiii has lie- 
conie so miuli of a "delidoiis" 
.story that the agency issued wliat 
it calls riic Apple Slory, a charm- 
ing hit of whimsy on win and wiiat 
the a|)|jle iiieaii'i to tlieni. In tell- 
ing the sior\ ol the apple in ihe 
reception rooms of the lUiriieti 
agency, ii is ex|)lained that the a|J- 
pie is a perfect expression ol inid- 
westerii hospitality. 

"Can yon think ol anything that 
ex|)resses those sent inieuts (piite a.s 
well as a red. ripe, round, firm, fra- 
grani, shining a|)|)le-'," ihe author 
of The Apple Slory asks. "Ik'sides, 
we wanted something to brighten 
up our retepiion room, rather 
small and dingy in I hose early 
days." 

Still aiioiiiei side to The Apple 



Story, according to lUiniett is the 
latt thai the agtiuy o])eiied its 
(loot during the l)cpressi()n, wiien 
it was considered sheer lolly to 
ojjen an ad agency. Hut lUiiiiett 
thought otherwise. .So. when lUn- 
iiett o|jeiied the slio|j in Chicago, 
lie set out the a|)ples in the tiny 
i"ece|)iion room. .Soon people were 
going down Michigan A\eniie bit- 
ing into lUirneii's a|)|)les. Pessi- 
mists shook their heads when they 
saw this aiicl said sadly: "It won't 
he long till Leo Burnett is selling 
a|)|)les on the street corner iiisie.id 
of giving them awayr" A cohniiiiisi 
re|)orfeclly made the crack and it 
got lUniieit so mad he "became 
more determined than e\er to make 
hefier and lietter ads and gi\e 
away more and more apples." 

Withoui cjiiestion, |. W^alier 
Thompson's llili floor reception 



room, is the star attraction lor visi- 
tors with a so])histicated a]j])i"ecia- 
lion ol coiiiemj)orai y art. Here, , 
callers ga/e in ra]jiiire at the sciil])- 
iiiie ol Richard I,ij)j)old, who is 
also reiJiesentecl in the Metropoli- 
tan Miiseinii and in the Museum 
of Modern Art. Fie created his 
|\\'T sculpture to suggest through 
form niid material our world's 
three basic components: water, 
earth and air. lie is |)reseiifly do- 
ing a metallic sciil|)ture in the 
lobby of the nearly completed giant 
I'an Viii liiiildiiig. 

Book case handy 
Should the visitor weary of gaz- 
ing at Lippold's hiiely spun stain- f 
less steel and bioii/e and gold 
wires, he can always reach for any 
number of Itaiher bound books in | 
the open Ijook tase. He can, for I 
ex.imjjle, choose boswell's Life of 



Free goodies ranging from apples to cough drops 

Leo lUirliftfs iC(e[)tion room (1), stressing liospitality, oilers l)ij^ red apples: (^oniptoii (i) proiiilly ihSplay.s its "Clit 
Ijoard." A jar ot Smith HroUiers cough drops (r) sits on the ri'(c-|jtioin'st's desk at Kastor Hilton Clhesley Clillord & / 



lit Cup 
Atliertoii 
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Client of the month 

Mogul Williams & Savior changes cli- 
ent piotliict display moiitlily. Here it 
is Barricini candy. Hostess is Joyce 
I'ctcrs. M\\'R:S air media supervisor 




Agency publication available 

I.ee Rich (1), Benton R: Bowles senior 
v.p., nu-dia management, and Bern 
Kannir. v.p., media dir., look at new 
material on view in the reception room 




How about some Turkish Taffy? 



Receptionist at Hicks Sk Greist proffers 
Bonomo candy to visitor. The agency 
also serves a client's instant espresso 



Johnson, Carlyle's l-rcncli Revolu- 
tion f)r peihaps something more 
titilatiiig like liocraccif)'s Tlic De- 
cameron. 

In JW'T's 10th floor reception 
room, callers can view some stun- 
ning |)hot()gra|)hs by such famous 
])hot()graj)hers as Ktlward Steichen 
and (>ecil Beaton. In the 12th 
door rece])tion room he will fmd 
a spectacular Colorama, — ilhnni- 
nated blowiij)s of clients' advertise- 
ments. This room also has o])en 
bookcases. The 11th floor rece])- 
tion room takes on all the as])ects 
of an old fashioned, comfortable 
library with tall bookcases fdled 
with faded volumes that would in- 
stantly arouse the interest of anti- 
(juarian booksellers. The public 
relations de])artment is on this 
door. Hut most visitors to JWT 
make it their business to get off on 
the beautifully marbeled 11th floor 
reception center and view the Lip- 
pf)ld construction. 

More scul])ture can be seen at 
Fletcher Richards, Calkins &: Hold- 
en. In this agency's main recejjtion 
room there's a strong bronze head 
of Krnest Khno Calkins by James 
I). Herbert. The |)laque identifies 
Calkins as "Dean of American Ad- 
\'ertising." One side of the room 
has illuminated shelves displaying 
both life si/e and miniatures of 
some of the |jroducts made by the 
agency's clients. 

Blow me a bubble 

Should media representatives 
])refer to sample chewing gum of 
various flavors, including bubble 
glim, their best bet is to visit the 
rece])ti()n rooms of such agencies as 
Gardner, the Zakin Com])any and 
Erwin W^asey, Ruthrauff k Ryan. 
At E\VR&:R, a luscious giveaway 
is AUrigley's Doublemint chewing 
gum. An agency observer said that 
several hundied slicks of gum man- 
age to disappear daily from the 
magic bowl atop the receptionist's 
desk. 

EWR&R also displays many of 
its client's products in the recep- 
tion room. At the Gardner Agen- 
cy, media representatives help 
themselves to Clark's Chewing 
Gum. Here, too, several hundred 
samples are consumed daily, to the 
satisfaction of both client and 



agency, not to mention the con- 
stant parade of visitors. 

It is at the Zakin Company, 
where one may stumble upon an 
unusual scene, that of a space or 
lime salesman reaching for samples 
of the "ama/ing" Dubhle Bubble 
bubble gum, made by the Frank 
H. Fleer Cor]). Some salesmen try 
to ])rodu( e balloon-like effects with 
the rubbery substance. Time sales- 
men with jjrogeny at home are par- 
ticularly anxious to act|uire the 
baseball trading cards ]>ackaged 
with the bubble gum, valuable ac- 
(|uisitions for youngsters cra/y 
about baseball. 

For the media representative 
with a sweet tooth, there are any 
number of ad agencies ready to 
satisfy his wish. At the Mogul, 
Williams &: Saylor reception room, 
he can help himself to the choco- 
late caramels, cherries, nius and 
creams made by Barricini. In the 
Hicks &: Greist reception room one 
finds several bowls of Bonomo's 
candies including the client's cele- 
Ijiated Turkish Taffy, the wrajjper 
of which may reveal such exciting 
science facts as the tidbit that 
"there are mountains under the 
ocean," 

Since Hicks R: Greist also handle 
the Dixie Cup Division of Ameri- 
can Can Company as well as Me- 
daglia D'Oro, the nation's number 
one es]iiesso coffee, it is sim])le for 
a print or broadcast media man to 
have the pretty receptionist pre- 
]jaie a cup of instant brew for him. 
The iece|)tionist indeed will be 
hapjjy to "spike" the salesman's 
day with a large Dixie Cuji of Me- 
daglia D'Oro. In warm weather, 
she will make him an iced coffee. 
Have a free cigarette 

At Lennen k Newell, P. Loril- 
lard jjroducts are available to visi- 
tors. These include Kent and 
Xewport cigarettes. ("Dejiends on 
the mood I'm in," said a reception- 
ist." One day I might fill the box 
with Newporis, another day with 
Kents. They both go big.") 

Xot to be outdone by any rival 
agency. Grey Advertising, which 
handles P. Lorillard's Spring cigar- 
ettes and Old Gold Spin Filter 
cigarettes, has plenty of these prod- 
{Please turn to page 64) 
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Local station waters a money-tree's flourishing growth 

C:ipitol Tedcral S&L, To|)fka, Kaiis:i.s, is the nation's leader in jE;rowtli-iate. A heavy tv advertiser, 
its video taped, hard-sell s|)ots are [irepared in cooperation with staffers at WIliW-TV, Topcka 



'Money' can be tv-sold, S&L's find 



Savings & loan groups thrive on both local and 
network campaigns, add 10,000 depositors each day 



Television's power to punch lioine 
a service message has seldom 
been better dramatizetl than in a 
new presentation by Television 
Hiireaii of Advertising. The subject 
is a midwest savings &: loan associa- 
tion, Capitol Federal of Topeka, 
Kansas, which has doubled its assets 
during a nine-year local tv cam- 
paign. 

Capitol Federal is now the fast- 



est-growing sR:l in America. Total 
assets are greater tlian any associa- 
tion in a 1 1-state area of the Mid- 
west, and Capitol's average savings 
accoimt is 11% above national av- 
erage. 

Foinided in KS').^, the association 
got its first tasie of the electronic 
medium in the late 1930's, when 
president Henry A. I'mbb assmned 
control, "lianks were once sold like 



a mortuary," lie ret ails. "1 decided 
io sell banking like coats and suits. 
Radio soon |3roved more elfeciive 
than newspapers." 

When WIBW-TV went on the 
air in 1054, Capitol became a pio- 
neer Topeka advertiser by sponsor- 
ing The Florian Znbacli Sliotv. 
Next season it continued with The 
Guy I.ombardo Show, establishing 
a pattern of syndicated film spon- 
sorship which lasted imtil 1962. 

Capitol Federal's assets totaled 
%bb million in 1055. Three years 
later, and after four seasons of tv 
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advciiising, new a.sscis had almost 
C(|iiallc(l ilie growili ol the previ- 
ous f)3 years. Another $50 million 
was added two years later. In l'J(i2, 
assets grew to S2()() million. 

Not all of C^apitol's success is chie 
to t\ alone. President Hiibh has 
spurred his group into vigorous 
hraiidi expansion (ground has 
l)ccn broken on the fifth C:ipilol 
site) and has aggressively promoted 
the iinilually-owned comjjany in 
many ways. 

However, there's no doul)t in his 
miiul that iv should lead the attack 
in promoting services. New-appli- 
cant siir\eys ha\'e shown that t\ 
con\erte<l more non-customers into 
customers than all other media 
combined (ouldrawing news])apcrs, 
for example, l)y belter than 6 to 

(Capitol s present iv campaign is 
built around a local weather show, 
deli\ere<l eight limes weekly, and 




Net spots boost local promos 

National savin}>s fomulation uses iift- 
%v(>rk specials (like NH("s "U. .S. Higii- 
way \o. I") to get broad cover and 
back up local nicml)Crs' advertising. 
Net shows arc strongly nicichandiscd 



reinforced by spot tv annoimce- 
ments and special promotions. 

T\ commercials are planned by 
the association's ad manager, Dan 
Hurley, in consultation with \VI1UV' 
l)er.sonnel. F he spots are taped by 
the station, and are all delivered by 
Bob Kearns, sales manager of 
\V\K\V. 

Kearns began plugging Capitol 
in 1914, as a WllWV radio staff an- 
noinicer. In viewers' minds he is 
completely identified with the as- 
sociation (most think he's an em- 
ployee ol (Capitol) and Kearns does 
no other on-air work. 

liach si>ot has three basic points: 
hard-sell copy aimed at an audi- 
ence 35 years and over, presented 
by a live personality immediately 
recognizable as (Capitol Federal's 
spokesman, who identifies each 
business office at the end of each 
coimnercial. 

Tbcmain copyline: Safety, prof- 
it, convenience. A typical sample: 
"Don't bury your money, plant it 
. . . earn I14 percent ... in a group 
that's $200 million-strong . . . 
branches at. . . ." 

In ex]}laining the group's phe- 
nomenal success, president Hubb 
says he bclic\'cs advertising is a 
basic necessity for financial groups, 



and "of all the ad media, tv is the 
best. It retpiires no ellort for peo- 
ple to .see and hear our friendly 
image right in their own homes." 

While (-apitol finds entertain- 
ment and weather sponsorship suc- 
cessful, other s&rl's get excellent re- 
action from public affairs pro- 
grams. One, First Federal & Loan 
Assn. of Chicago, presenting docu- 
mentaries on WHBi\f-TV, (Chicago, 
since 1961, is extremely happy with 
the delivery of (juality audience; 
at the same time, this audience is 
reached at the small cost of 58<' per 
],()()() viewers. (See " Iho.se Public 
Aliairs Programs Mean Business, " 
next page.) 

National S&L sell 

It's not oidy in Topeka and Chi- 
cago that tv is successful. 

On the national scene, the Sav- 
ings Sc Loan Foundation has a 
strong network campaign which 
strengthens the promotions of lo- 
cal associations such as (>a]3itol. 

Under the eye of president Wil- 
liam K. Divers, the foundation 
spends at national level about $2.5 
million, divided evenly between 
print and tv, through McCann- 
Erickson. 

The national iv budget goes into 
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! s|je( ials; in 't)2-'()3 they've indiulcci 
Glenn's orbital flight, (31 commer- 
cial minutes ill the lO-hoiir CHS 
TV ( Overage) ; "U. S. #1," an NHC 
Project 20 spedal with six com- 
mercial minutes: eight pre-election 
shows on XliC's The Camlidigii & 
The Candidates, (29 minutes) ; 
first half of the Easl-West Football 
Gatnc o\er XBC TV anil Radio, 
(sponsored for the fifth (onsccutive 
year) ; first half of the Projcssio)t- 
al Championship Football Game, 
NBC Radio only; and, in March 
T)3, iXBC's Project 20 sjiecial on 
Gary Coojier, "The Tall Ameri- 
can," with six conniieicial minutes. 
The i^rint camjiaign includes five 



ol the largest lonsuincr magazines: 
six business and news magazines; 
trade press; prominent journals 
of the medical, denial, legal and 
aKOunting professions, and a youth 
maga/ine. 

The group's president says care- 
ful sele( tion ol network spct ials 
has delivered large audiences at an 
efficient tost, and has given extra 
ad weight with :i high level of reath 
at dividend time. The tv (ampaign 
gives excellent local merchandising 
op]X)rtunities, builds stature for the 
members of the insured savings X: 
loan movement, and iiureases the 
enthusiasm of local associations for 
a total jirogram of communication. 



I'ariiall) as a result of mkIi en- 
iluisiasm, the s&l's across the na- 
tion now add new customers at the 
rate of lO.OOO per working day, 
have more than 33 million ac- 
counts, 'jJlOO billion asset.s, and 
write 'M'^p of all home loans. 

The success of local and national 
advertising should mean that tv 
will get more of the .s&l proiiioiion 
dollar. It also may lead to in- 
creased tv spending by commercial 
banks, (see Banks Reach for the 
Shy, si'ONSoR 8 April, p. II). But 
the greatest long-term elleci of 
tlie.se canij)aigiis in;iy be to encour- 
age other service industries into 
using tv and radio more widely. ^ 



Those public affairs programs mean business 



^■n the first hour of business following the first 
I documentary we sponsored, new accounts to- 
taling $37,000 were opened as a direct result." 

This formidable testimonial to the impact of a 
television advertising effort was made recently by 
George K. Allison, advertising manager of the big 
(1962 assets $431,000,000) First Federal and Loan 
Association of Chicago. The documentary referred 
to was the first of ten sponsored by the associa- 
tion last year on WBBM-TV, the CBS-owned sta- 
tion in Chicago. 

Back in 1961, First Federal was casting about 
for ways to add reach and impact to its $1,000,000 
1962 advertising campaign and to supplement its 
sponsorship of news programs, spot announce- 
ments and newspaper schedule. 

"We wanted to be associated with the prestige 
of public affairs programs and sponsoring them 
would be a complete departure from what other 
savings and loan companies had been doing," 
Allison explained. "The subject of saving is a 
serious one, and we feel that the message gets 
better reception because the audience is already 
in a thoughtful frame of mind." 

The WBBM documentaries filled the require- 
ment for seriousness. Programs sponsored by 
Federal included a three-part series of news spe- 
cials from Southeast Asia, a two-part series from 
Africa, mid-year and year-end news roundups and 
a documentary about Lake Michigan. 

The association was even prepared to sacrifice 
quantity of audience for quality of programing in 
sponsoring the program. It was not necessary, 
however, since a study conducted by First Fed- 



eral indicated that per-message efficiency reached 
as low as 58c per 1,000 viewers. 

The reaction to that first documentary set the 
pattern for the results of all ten First Federal spe- 
cials on WBBM last year. The association noted 
that its new business increased and estimated 
that the cost of the tv specials did not exceed 5% 
of the actual dollar volume returned by them. ^ 
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F-'riiige benefits Iiai'c made color 
a strong lure for advertisers. The 
fraternity of sf^onsors on color tv 
is constantly taking in neiu mem- 
bers. Latest number is 36, com- 
pared xvith 26 last year. Hotfjoint 
(division of GE), Carnation, Camp- 
bell Soup, Fritos, and Scott Paper, 
are important new additions. 

Many advertisers are increasing 
their use of color; General Mills, 
Chevrolet, Kodak, Kraft, AT&T, 
and Ford are almost totally color- 



ized on network tv. During the 
first week of April, 60% of all the 
commercials on NBC prime time 
color shows luere in color. 

Wliy is interest in color rising? 
Advertisers reveal their private rea- 
sons in the following paragraphs. 
Most important are: 

1. Color provides a better dis- 
play for a colorful product. 

2. Color has an added dimen- 
sion that adds impact. 

3. The commercials can be uti- 



lized in many promotional ivays. 

•/. Color reaches a small audi- 
ence in terms of numbers, but a 
large one in terms of dollars. 

The added cost of making 
color commercials is relatively small. 

6. Color commercials comple- 
ment 4-color magazine strategy. 

1 . The number of color set sales 
and jnogram hours is rising stead- 
ily, creating an opportunity to 
reach a potentially-large and dedi- 
cated audience. 



CHEVROLET (Campbell-Ewald) 

"^Vhen Chevrolet went to color in 1957 it seemed 
only logical to go to color with our commercials, too. 
We were striving for the highest production values in 
the show itself. To be consistent, we felt the viewer 
with a color set should be offered the same excitement 
in our sales messages. 

"Even more imjiortantly, however, we felt color 
had a new, important dimension to add to the total 
impact of our commercials. I think our experience 
over the last six years has proved us right, for we have 
been consistently in the top award categories both 
here and in Europe." 

CORNING GLASS WORKS (BBDO) 

"The filmed messages were produced in color be- 
cause we planned to use the pictures in a number of 
ways other than for the telecast itself. 

"The commercial's introduction coincided closely 
with the announcement of a major research break- 
through by our scientists. Elaborate plans were made 
for individual announcement programs in each of our 
17 branch plant communities for key employees and 
civic leaders. 

"An important j)art of the announcement programs 



included the screening of the Lincoln Center mes- 
sages and, for the relatively small increased cost, it 
was decided to prepare the messages in color in order 
to increase their effectiveness. 

"All our branch plants have used the jiictures for 
a wide variety of civic jjrograms. Our district sales 
offices have been provided the film for various selling 
efforts." 

DOUGLAS FIR PLYWOOD (Cole & Weber) 

"^Ve have found that in our own merchandising 
campaigns color creates tremendous interest and 
comment. ^Vherever wc have shown our color com- 
mercials — and we have used them extensively at 
lumber conventions and industry-wide DFPA meet- 
ings — the reaction has been "color really adds some- 
thing to the commercials." Since color has proved an 
important plus in our own presentations, we assume 
the same favorable response from color television 
viewers." 

EASTMAN KODAK (J. Walter Thompson) 

"Color tv of the quality which is available in U. S. 
living rooms today obviously satisfies our advertising 
need. The 'crux' (juestion for an advertiser using 
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color tv today is solely one of assuiaiice of a(le(|iiate 
learli and cost efficiency. 

"At first sight, the 2.4% of tv homes (estimated to 
be equipped with color tv) make it appear as if ap- 
pealing to tliis special viewing aiulience — compared 
with the much wider potential reach available in 
black-and-white — is scarcely worth an additional ad- 
vertising effort. 

"The extra advertising effort, however, is one of 
degree, not of direction. Kodak's experience with a 
|X)pular program enhanced with color shows that its 
audience includes not merely the national statistical 
percentage of color homes — biu almost the totality of 
this special 'class audience.' 

"y\part from its provision of reality for the prod- 
uct and setting, color in the advertising message is 
attention-getting, ft offers a means of overcoming the 
general clamor of advertising in the market place, 
withoiu adding to the noise." 

FORD MOTOR (J. Walter Thompson) 

"Ford pioneered in the use of color with the Ford 
Theatre back in 1954 and has been deeply involved 
ever since. Our reasoning is basically this . . . styling 
ranks with performance as one of the prime motiva- 
tors in the purchase of a car ... as color and styling 
go hand in hand, a demonstration of our product in 
color just has a greater impact on the viewer." 

GENERAL MILLS (Dancer-Fitzgerald-Sample, DDB) 

"We feel there are enough color sets in key markets 
to warrant the extra expense of color commercials for 
major brands. 

"We find black-and-white reception of color com- 
mercials is sufficiently good, so that we are certainly 
not hurting the value of our commercial against the 
black-and-white set owner. 

"We use color commercials in those black-and-white 
shows which will carry them because we feel that the 
color homes will receive a more effective conunercial 
message — again, without losing value in the black- 
and-white homes. 

"We believe that the extra sales impact we receive 
in the color-set-owning homes is worth the extra pro- 
duction cost." 

HALLMARK CARDS (Foote, Cone & Belding) 

"Color television means an extra dimension of 
beauty and spectacle for both entertainment and 
product messages on the Hallmark Hall of Fame. 
Color is a vital ingredient in the Hallmark product; 
hence essential in bringing to life the sight, sound, 
motion and demonstration of our products. Because 
of its belief in the future of color television. Hallmark 
pioneered network color with 'Amahl and the Night 
Visitors* on Christmas Day, 1952. Since then, the 
pace-setting use of color in television has been a prime 
factor in maintaining the leadership of Hallmark 
products, ft costs us no more than a tenth-of-a-cent 
per color set to present our message in color. This is 
a superb advertising value for Hallmark." 



KRAFT FOODS (J. Walter Thompson) 

"We've used color television since 1953 and feel as 
a food advertiser that color is of extreme value in cre- 
ating appetite appeal, as shown by the Crosley study. 
The advantages of color commercials have been felt 
throughout our sales force to the point where even 
with summer replacement programing in black-ancl- 
wriie, we still put our commercials in color. As one 
of the pioneers in color, we look forward to its in- 
creased importance." 

LUCKY STRIKE (BBDO) 

"For the past several years Lucky Strike has been 
produc ing tv commercials in color because both the 
American Tobacco Company and BBDO believe that 
when a commercial is seen in color it makes a greater 
impression on the viewer than when it is seen in 
black and white." 

SALEM (William Esty) 

"fnasmucli as the entire Salem advertising cam- 
paign has been based on two media — television and 
mass circulation magazines — we have always had a 
very strong interest in duplicating in television the 
element that has been so effective in the magazine and 
poster campaigns; that is, 4-coIor reproduction to add 
to the feeling of 'springtime freshness.' 

"We have therefore, for the past two years made all 
our commercials on location in both black-and-white 
and color so that we have a more than adequate stock- 
pile of color commercials to use whenever we can." 

SEVEN-UP COMPANY (J. Walter Thompson) 

"Tying in with International Sliowtime's two color 
showings in February, Seven-lTp made three color 
Commercials. The commercials were coordinated with 
an over-all campaign — Se^cn-Up with festive foods — 
in store displays, magazine ads in color, a mailing 
piece to all bottlers and three color film strips made 
directly from the color commercials. I'lOttlers used 
these with small promotional viewers to create ex- 
citement with stores all over the country . . . The 
color couunercials are made available for local use." 

WHEELING STEEL (Cunningham & Walsh) 

"Wheeling Steel is primarily interested in reaching 
top business leaders and reminding them of the many 
fine steel products they make. Therefore, news pro- 
grams are ideally suited for reaching this numerically 
small, but important, audience. 

"ft is our considered opinion that the majority of 
business leaders probably have color receivers. Look- 
ing at color programs and seeing black and white 
commercials will, if anything, help to negate the 
primary impact that the addition of color affords. 

"Wheeling is no^v making steel products, such as 
sidings and roof decking, with coated steel utilizing 
color, ft is obvious that the demonstration of these 
color-coated steels can only be truly shown through 
the use of color commercials." ^ 
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The 
Man 
Who 
Knows 
KONO 
Radio 




It Takes 
IMPACT 

To Sell 
Money 

No one knows this better than Ferd 
Wirth, Managing Partner, Security 
Finance Company of San Antonio. 
For a combination of impact and 
effective market penetration, Mr. 
Wirth has used KONO Radio on a 
continuing basis for years. 

Anyone can buy radio . . . but the 
man who knows buys KONO Radio 
in San Antonio. 

Don't take our word for it . . . call 
Mr. Ferd Wirth at CApitol 6-6143 
(Area Code 512) COLLECT and ask 
the man who knows KONO Radio. 

For other details contact KATZ Agency. 



860 KC 5000 WATTS 

SAN ANTONIO 



^TIMEBUYER'S 
CORNER 

(;iiicaj;o Tiincbiiycr of the Year Award: The (ioiiici's licarticsi con- 
giaiiihitioiis to Larry Olaypool, Keiiyoii R: lickhaidt's media diretlor 
ill (Chicago, who received this year's award 7 May at the sixih annual 
Station Represeiitaiixes Assn. luiuheon. Larry started his ad career 
with 'rathaiu-Laird, and later joined |. Walter 'riiompsoii as broad- 
cast supervisor heiore his alliance with KftE. 

Chalk up two new names at S. E. Zubrow: The word lioin Phila- 
(lel]>hia is that Joseph Harris is the agency's new media director. He 
was associate media director with HIIDC) (New York). Also new to 
Zubrow is buyer David Phillips, who was buyer with N. W. Aycr 
(I'hiladeli)hiaj. 

Is it loo late to throw rite? liest wishes to Ted Hates broadcast buyer 
Everett Keller (Standard Hraiids) and his bride, the loriner Frederica 
Ciersheiison, who was a student at the Uni\ersity ol Michigan. The 
wedding took ])lace 7 yVpril in Deiroii, Freclerica"s home lown. 




KMBC (Kansas City) host to buyers in New York 

Dave Ooin'iigcr (r). .Metropolitan Broa(lca.stiii}» v. p. and K.MBC; licii. inj>r. 
shown here with .sniih'n;; agency people at a recent party. L-r. Waiter Reed, 
b'cast siipvsr., and joinie Miirpliy, buyer, both (iinnbiiiiier: (aoiniiger: Jackie 
Moore, asst. buyer. Gunii)inner; and Herb Weiss, .i.e., .Metro Radio Sales 



California switch: James Sterling is now media diiecior at D'.Vrcy 
(San Diego). He was an account exec at lirwin Wase\, Ruthraulf &; 
Ryan (Los Angeles). 

Reminder for New York liinebuyer meml)ers: The C-VR LA (Catho- 
lic Apostolaie of Radio, Television and Advertising) Spring Fiesla will 
be held at the Waldorf 15 .May, from b to II p.m. 

Ah, a month abroad: Lee I'eiry, buyer at Monroe Dreher (New 
York) flew to Europe last Friday (10 .May) on a long anticipated fust 
irip to the Continent. Lee tells us dial she exi)ecls to visil London, 
Venice, Florence, Rome, and Paris during ihe month she's overseas 
on \-acati()n. 

(Please turn to fiti^c 11) 



Media people: 
what they are doing 
and saying 
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HANDY DO-IT-YOURSELF 
RATING KIT 



Complete on this page. Takes only 3 minutes to 
assemble, using this most important of all informa- 
tion. Simply fill in high score as you read: 

I 1. What do the local businessmen think of 
the advertising effectiveness of the Des 
Moines TV Stations? 

ANSWER: Nearly 80% of all local TV 
advertising is placed on KRNT-TV. 

I 2. What station do local civic, cultural and 
religious groups count on for the most 
eager cooperation and support? 

ANSWER: All know that KRNT-TV spends 
the most hours meeting with commit- 
tees, helping write their copy and coun- 
seling them. Over 5,000 community 
service announcements, almost 500 
program hours, last year. 

I 3. What TV station do most people depend 
on for their news? 

ANSWER: People look to KRNT-TV most 
for News. They know our nine, full-time, 
fully professional newsmen will get it 
first . . . and get it right. Our viewers 
have "rated" our 10 PM News by mak- 
ing it one of the most watched news- 
casts in a multiple-station market in 
the country. 



j 5. What personalities do viewers know and 
trust the most? 

ANSWER: KRNT-TV Personalities are 
"Old Friends" to everybody in Central 
Iowa. Folks know them as highly trained, 
highly accepted, adult personalities. 
People are reminded of them and get 
to know them even better because of 
frequent exposure on KRNT RADIO and 
live appearances out in our area. It's an 
important plus in their merchandising 
and sales effectiveness. 

I 6. What station is the most promotion- 
minded? 

ANSWER: KRNT-TV. We constantly pub- 
licize our activities, our people, our aims 
and aspirations. In this area we make 
no little plans and we carry through 
what we start. People here-abouts know 
everything about all we do. 

VALIDATION TEST 

This six-part questionnaire can be verified any- 
time^ anywhere in Central Iowa. No rating period 
required . . . it's a 12-month continuous survey. 
To check the results above, simply send for a 
free page of the Des Moines telephone directory, 
take any number or numbers at random, and call 
yourself. 



4. Is the same true of Sports? 

ANSWER: The daily sportscasts people 
watch most are on KRNT-TV. Our two 
top sportscasters beat the competition 
by a country mile. The three football 
coaches of the largest universities in 
Iowa are seen exclusively on Channel 8 
in the Des Moines market. 



KRNT-TV 

DES MOINES TELEVISION 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by the Katz Agency, Inc. 
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Earl Wood 

Earl is another reason why 
. . . more advertisers are 
spending more dollars on 
WSUN Radio than at any 
time in our 35-year history! 

Earl is a specialist in varied 
and interesting programs. 
His "Small World", heard 
weekdays from 10:05 
until 11:55, is spiced with 
personality interviews and 
good music; "Concert Hall", 
8:05-8:55 p.m., features 
light classics; "Moonbeams", 
10:30-10:55 p.m., is a 
soothing nightcap . . . his 
audience is SUN-sational ! 

One of the Nation's Great Stations 



WSUN 

5 KW 620 KC 
TAMPA-ST. PETERSBURG 

Broadcasting 24 hours daily! 

Get all the facts from 
Not). Rep: VENARD, TORBET & McCONNELL 
S. E. Rep: JAMES S. AYERS 



TIMEBUYER'S 
CORNER 



Continued from page 42 



Man, those l)uyers are real cool: \'()uiig & Riibicam (New York) 
buyers, that is. The fevered brows disappeared with Ilip of a switch 
jirst a week ago ^vhen the newly installed air conditioning equipment 
hinimied into high gear, producing a host of smiling faces in the 
wake of (ooling bree/cs. 

From the city of Brotherly Love: Ivan Davis has just joined N. \V. 
Aver in Philadelphia as a buyer. He was with W. ]J. Doner in Bal- 
timore for one-and-a-half years, where he A\"as media supervisor. Also 
at X. \V. Ayer: llob Hardy has been lipped from buyer to a position 
in the plans and marketing department in the Philly office. 

Tickled pink, white, and blue: that's the feeling in IlllDO's media 
tlepartment at the ne^ss that buyer Dave Persons and wife Maxine 
welcomed an eight-pound boy into the family 2 May. Mom and Dad, 
what did you name him? 

Last minute news: buyer Pat Caldwell has left Norman, Craig & 
Kummel (New York), where she bought for Hertz, Hertz Interna- 
tional, and other international accounts. Mary Jane Hocy, Lennen &: 
Newell (New York) buyer (Iberia Air Lines of Spain, NfcCormick Tea, 
Ansco) has left the agency and will spend some time in Europe before 
annoimcing future plans. 

Hay: takes two to hike — 



Talk to Graham Hay, broadcast media supervisor at Compton 
(New York), concerning tv time cost hikes, and he'll tell you in 
his gentle but firm tone that advertisers are still subjected to 
ridiculously high time rate increases, which he feels cannot pos- 
sibly be met with a similar increase in value today. Where does 
the blame lie? "With the agen- 
cies as well as the stations," 
says Gray, because they go 
along with these increases with- 
out protesting." A veteran me- 
dia buyer, he joined the agen- 
cy's media research depart- 
ment 12 years ago, after a stint 
in media research with the 
Biow Company. He became an 
assistant buyer at Compton; in 
1955 switched to the agency's 
account group. After two years 
he returned to the media de- 
partment to head Compton's 
Canadian operations, and later 
assumed his present post. 

Graham Hay is a graduate of 
the University of Missouri, 

where he majored in advertising. In his spare time he enjoys 
playing the piano and the organ, and leads a choir. You didn't 
think he was musical? Neither do his listeners, pokes Gray. He 
and his wife and six-year-old son Steven (note photo on wall in 
Dad's office, pictured above) make their home in Ridgewood, N. J. 
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PUBLIC-WANTED . . . person-to-person SWANCO 
stations, habitually "number one" in their market areas. 
Modern radio with a people-pleasing line-up . . . "public- 
wanted" in 4 states, and on the run with "hot" 
sales results. People who listen, like it . . . people 
who buy it, love it! 




SWANCO 

IS 

PUBLIC-WANTED 

] YOU CAN 

SAY THAT AGAIN! 
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COMMERCIAL 
CRITIQUE 



Trends, techniques, new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



PAY THE PIPER AND CALL THE TUNE 



By AUSTEN CROOM-JOHNSON 

Many people seem to think that 
ol all areas of elfort, the writing of 
an advertising jiiigie is a toinplete 
pushover. All you need is the copy 
line and some notes to go with it, 
and you're in business. Anyi)ody 
can pla} the game. 

Here is just one of many that 
makes tiiis assumption reasonable. 
The following couplet was com- 
mitted for Royal Gelatin Desserts 
. . . "Reath for Royal, for flavor 
you can feel/Reath for Royal, for 
Royal is for real." W'eW, I suppose 
you can "reach" for anything, like 
Listerine, or a Lucky; and perhajjs 
you (an feel the flavor, like "feel 
the huskier flavor of IMel's." 

It's all a question of semantics, 
but to wind iij) with "Royal is for 
Real" is surely reaching for a 
rhyme. In my o]>inion this open- 
ing (()uj)let doesn't say anything, 
not even gelatin; nor does the 
tune, if you tan call it that, which 
allows it to be sung. Further sing- 
ing copy at the half-way mark 
states "Royal Gelatin tastes like 
fresh fruit . . ." ett. The notes at- 
tached to this partiddar line are 
next of kin to a standard song 
called "Save Your Sorrow 'Til To- 
mc)rrow," which I am unable to do 
in this instance. It sounds to me 
as though the music were put to- 
gether in the studio, and that no- 
body gave it a second thought. 

Too many jingles soimd musi- 
(ally intompetent, and there is real- 
ly no e.xcuse for treating a proven 
selling tool in such an off-hand 
way. The exceptions stand out 
like beatons in the haze of iuuk- 
sterisms that make up today's lis- 
tening. Why arc there so few? 
C;hiefly, 1 think, because this form 
of advertising takes an undeserved 
beating from uncjualified practi- 
tioners. 

If I were a sponsor, I'd want to 
know just who the people are who 
are writing a musical advertise- 



ment about my comj)any and its 
product. What's their track rec- 
ord? Have they ever written a hit? 
Are they the best I can buy in the 
field? And many more cpieries of 
like nature. As it is, the sponsor 
seems to take the agency's retom- 
mendation without argument, and 
is frecpiently stuck with one of the 




Source: r, S, Tele Service 

Tune matches smile on glass 

Ballaiuinc lias a catchy and attractive 
message, equally effective on radio-tv 



tunele.ss wonders which are abroad. 
There just has to he a general rais- 
ing of standards. Real writing tal- 
ent is available somewhere aroimd, 
and the choice of such talent 
should not be limited to that with- 
in an agency's jirecincts. Better to 
j)ay the jiijjer and call the tune. 

Herewith, some brief observa- 
tions on commercials to hand at 
this writing: 

Hallantine Beer, "You Get a 
Smile Every Time" is a catc hy and 
attractive message. The use of 
stylized emphasis in the inflections 
used by the whistler is very effec- 
tive, and the sound track gains 
much from such imaginative 
touches in jiroduction. Besides, it 
has a tune to match the smile on 
the glass. 

Also on my hajjpy list is a soft- 
sell charmer for Jajjan Air Lines. 
This conies from San Francisco 
(Botsford, Constantine &: Gardner) 
where the closer atmosphere of the 



Orient is conclucive to such pleas- 
antry. The inuisual sounds of Jap- 
anese instruments are used for copy 
])unc tuation, and the whine of a 
jet is sped up on tape and then 
cross-faded into the delicate sounds 
of a (lute. I think the y\merican 
announcer might have been direct- 
ed into a softer aj)j)roach to com- 
plement the kimono-clacl tones of 
the hostess. He soimds a trifle too 
matter-of-fact in such e.xotic sur- 
roundings. 

Add .some nice jiroduction for 
National Beer of Baltimore (W. B. 
Doner) , "Brewed on the shores of 
the Chesapeake Bay." Their et's 
are based on musical vignettes of 
the locale . . . sailing, etc., and are 
well jjerformed. In some cases I 
think the writing goes slightly 
overboard, but one titled "This 
Beer" and depicting relaxation 
would grace any national brewery. 
In this series. National Beer of 
Baltimore j)rovides a good sound 
and the kind of cjuality spots 
which are welcome on anybody's 
air. 

Forgive and Forget 

Pepsodeut's "yellow breath" . . . 
an iiuttttraclive addition, in liver- 
ish ropy-color, to Pepsodent's oral 
blandishments. I wonder where the 
good taste went? ^ 

AUSTEN CROOM-JOHNSON 




Austen Croom-Joluison, creator 
wiili Alan Kent of "I'cpsi-Cola 
Hits the Spot," is a widely known 
writcr-consuhant s])cciali7ing in 
the field of musical advertising. 
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FIRST STATION... IN 
VIRGINIA TO EXPRESS 
OUR VIEWPOINT ON 
CURRENT AFFAIRS 
THROUGH REGULARLY 
SCHEDULED TV 
EDITORIALS . . . 




NORTHEAST AIRLINES 

{Continued from page 33) 
from New York- and IJostoii-to- 
Mianii flights, the airline's total 
system business is not up greatly 
because of losses in traffic in sliort- 
haiil markets. For example, total 
system increase in ljusiness volume 
for Manh was about 5^|,, compared 
with for New Vork-Mianii and 
27% fo'" IJoston-Miami. 

Radio is also credited with secur- 
ing new customers for Northeast, 
especially in Philadelpliia. W^ith 
radio as the principal ad medium 
last year IMiiladelphia-Miami busi- 
ness increased 60% over last year. 
At the same time tlie airline dou- 
bled its Philadelphia-Miami air 
service. Northeast recently started 
using tv in Philadelphia. 

No one can lose 

A problem: no airline can afford 
to lose passenger money on Miami 
routes. Northeast is not the only 
ailing airline. Strike-battered East- 
ern flew over $26 million in the 
red the first nine months of last 
year. 

National is in the best stiape of 
the three. Louis Maytag, who 
bought control of National last 
year said the airline "confidently 
expects to set new records through- 
out '63. Earnings should be well 
above the St. 25 million cleared in 
the June '62 fiscal year." 

Airlines as a whole have been in 
a siiaky position. Over the last few 
years airlines have bought some 
500 jets and turboprops. In the 
proiess, their combined debt near- 
1) (]uadrupled. There have also 
been labor tie-ups and weather 
problems. Pre-tax profits of do- 
mestic trunk lines in 1959 were 
%\\\ million. They plummeted 
to S2.3 million in I960 and a defi- 
cit of S35 million in 1961. 

It is only recently that airlines 
are beginning to view moderately 
blue skies. Indications are that the 
12 majors (II domestic and Pan 
American) were near the break- 
even point last year. 

It would be grossly optimistic to 
believe that tv advertising can 
solve all the ills, but airlines such 
as Northeast, KL.M, National, 
Eastern, and Pan .American, long 
hell-bent on steady newspaper ad- 
vertising, are now finding that tv 
advertising is a healthy policy. ^ 




1 FIRST STATION ... TO 
TELECAST THE GLITTER 
AND GLAMOUR OF THE \ 

'-^MISS VIRGINIA PAGEANT 1 
JO A STATE-WIDE AUDI- ^ 
ENCE ... 



TWO SALIENT REASONS WHY THE PEOPLE IN 
THE 325,600 TV HOMES* THAT MAKE UP 
VIRGINIA'S NO. 1 TV MARKET VIEW WSLS - TV 




FIRST !! 



* Source - Television Mogozine 




"THERE IS NO SUBSTITUTE FOR INTEGRITY' 
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puzzle: 
Where 



How Much Do They Cost? 



WMAL-TV's Television Sales Dept. was locked in knotty debate in the con- 
ference room when Haywood Meeks, TV Promotion Director, looked around and 
discovered the smoke cover had thinned to a point where he could identify his 
colleagues. Thus alerted to the fact that the cigarette supply was getting danger- 
ously low, Meeks asked Virginia Hinkle to get nine packs of Brand X. "Just 
take the money from petty cash and we'll settle when you get back," instructed 
Meeks. 

Ten minutes later, Virginia returned with seven packs. "What gives?" asked 
Meeks. 

"I took all that was left in the petty cash box," she explained, "but that left me 
32 cents short of being able to buy nine packs. The best I could do was buy seven 
packs and bring back 24 cents change." 

How much was in petty cash and what does Brand X cost in D. C.?* 
Send us your answer on the back of a wrapper from your favorite brand, we'll 
send you a new pack. (If you're on the smoke wagon and incorruptible, let us 
know and we'll send something else.) 

^Everything costs more in the big city except spots on WMAL-TV's 
audience-pleasing spot-carriers like Ed Allen Exercise Time, Maver- 
ick, SurfSide 6, Checkmate, Boivling, Girl Talk and Woman^'s World. 
Availabilities? Check Harrington, Righter & Parsons, Inc. 



Puzzle adaptation courtesy Dover Publications, New York 14, N. Y. 
Address answers to : Puzzle #78, WMAL-TV, Washington 8, D. C. 




Evening Star Broadcasting Company 
WASHINGTON, D. C. 
Represented by: HARRINGTON, RIGHTER & PARSONS, Inc. 
Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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"WASHINGTON WEEK 



News from nation's 
capital of special 
interest to admen 



-y^-y^ Broadcast rating hearings by th e Harris Investigations Subcommitt ee 
will start up again shortly, but there are no plans to call ad agen- 
cies . 

Main purpose is to see what is being done about the rating confusion, 
following committee's rug-pulling operation on questionable rating prac- 
tices. NAB President LeRoy Collins will present broadcaster blueprint for 
reform, and FCC and FTC chairmen will give their views. 

FTC Chairman Paul Rand Dixon, criticized during hearings for failure 
to police rating firms, may save face with Subcommittee by reported monop- 
oly complaint issued against loudly protesting A. C. Nielsen Co., which 
would require 50% divestiture of firm's broadcast clients. Nielsen is al- 
ready under FTC consent order to modify accuracy claims and avoid bias in 
ratings. C-E-I-R and Pulse are also under consent orders. 

-y^-y^ The Federal Communications Commission has cemented its new sponsor- 
ship identification rules , but has given motion picture films shown 

on tv a special waiver. 

The agency dropped a hotly disputed proposal to "presume" that all 

feature films were headed for tv eventually, and so came under the rule. 

However, FCC says it will keep close watch on movies used on tv for any signs 

of "plugola. " 

Rules, effective 20 June, require donor identification of any item 
incidental to a program when it is given special attention, such as camera 
lingering on a brand name. "Teasers" by unnamed sponsors are out. 

Announcement is also called for on any supplier's handouts or serv- 
ices to station personnel beyond program use, and on controversial, poli- 
tical and even religious material. The updating grew out of Harris (D. , 
Ark.) Legislative Oversight Subcommittee's famous quiz show and payola 
hearings, circa 1960. There will be periodical reviews of the not too clear 
rules. 

-y^-y^ Ghosts of the tv quiz show scandals walked on two other fronts las t 
week. 

Philco Corp. raked up the "Twenty-One" and "Tic Tac Dough" era against 
NBC during the continuing hearings at the FCC on the struggle for NBC's 
Philadelphia station WRCV-TV. Philco, having lost a motion to exclude all 
post-1960 programing from NBC exhibits, argued against renewal with em- 
phasis on the net ' s airing of rigged shows as proof of its irresponsibility 
toward local programing. 

NBC executives Sarnoff and Kintner stoutly maintained ignorance of 
quiz skulduggery until revealed by Harris hearings, and Van Doren admis- 
sions. They countered with mammoth public service programing presenta- 
tion. NBC is battling for renewal in a three-way move to satisfy divesti- 
ture order, by swapping the Philadelphia outlet for RKO General's Boston 
stations. 
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SPONSOR-WEEK Advertisers & Agencies 



Newspapers okay, but tv— WOW! 



Xi'WNpapiTs' top 100 advertisers 
<j;ic\v a little loiuler of prim in 
li)()2, but their as.so( iatioii with tv 
looks like a blossoming love allair. 
Their 'i'>2 print expenditnres were 
2.1)";, over "fil (.S.'535,.'58(),1U'J vs. 
S325,~H>.~ 15) but their tv buys 
jimiped 12.2"; (S7Sl,r)13,2<.).S vs. 
S()%,()ir),l)()3) . The print figin-es 
(ome from the AXl'A Hiireaii of 
Advertising, while the video total 
is (ompiletl by TvB from the com- 
panies the newspaper imit lists as 
tiie top loo. 

()l the first 25 newspaper adver- 
tisers last year, 13 invested more 
heavily in tv, says TvB. It points 
out that (leiieral Fo(k1s, for exam- 
ple, spent some S30 million more 
in t\ than newspapers last year, but 
its tv ranking was fifth, tomparetl 



with its fourth spot in newspaper 
spending. 

Overall, the newspapers' top 100 



sjx-nt 



IS'V,', more in tv than 



pajK-rs. Several of the newspapers 
lop customers are distillers and air- 
lines. Distillers have little, if any, 
spending on t\', and airlines have 
been increasing tv investments in 
the first (piarier of this year. 

Meantime, I'vlVs list of the top 
100 \ ideo advertisers for 19G2 has 
Hristol-Myers iij) one notch from 
'C)l, increasing its tv outlay by some 
Sl'1.8 million to rank sixth with 
S3!).5 million. C]olgatc-Palmoli\e, 
fifth in T)l, adtletl some S10.8 mil- 
lion to its tv biitlgel last year antl 
leaped to setDntl place with S17.3 
million. Another big gainer was 
Alherto-Chilvcr, moving up to ninth 



plate irom 17th the previous )ear, 
with its S21.5 million some S10.5 
million ahead of '61. 

Five of the first 25 advertisers 
spent less in the medimn last year 
than in '61, but stayed in thai elite 
group, while two others spent less 
antl fell into the secontl 25 category. 
Lever Bros., second in '61, drojijaetl 
10 thirtl last year with S45.8 million 
in IV, some $2 million below the 
pre\ ious year. 

Gen. Mills went from ninth to 
1 1th after cutting its vitleo exjiendi- 
tiires .some SI. 4 million to S21.8 
million. Dropping from 11th to 
17th was Miles Labs, down some 
Sl.'l million to S17.2 million. BR.\V 
Tobacco went Irom 13th in '61 to 
24tli last year with $14.1 million, 
down some S3.4 million, while 
Sterling Drug droppetl to 25th with 
S12.9 million, down some S3.2 mil- 



1962 



TOP 25 TV ADVERTISERS 



1961 



Rank 


Total Tv 


Rank 


Total Tv 


1. Procter & Gamble 


111,945,864 


1. Procter & Gamble 


108,632,187 


2. Colgate-Palmolive 


47,316,619 


2. Lever Bros. 


47,738,418 


3. Lever Bros. 


45,852,873 


3. Am. Home Prod. 


42,624,300 


4. Am. Home Prod. 


44.480,175 


4. Gen. Foods 


37,877,683 


5. Gen. Foods 


41,357,044 


5. Colgate-Palmolive 


36,503,110 


6. General Motors 


39,511,443 


6. General Motors 


25,167,390 


7. Reynolds Tobacco 


27,522,719 


7. Bristol-Myers 


24,719,622 


8. Gen. Motors 


25,562,461 


8. Reynolds Tobacco 


24,040,662 


9. Alberto-Culver 


24,477,005 


9. Gen. Mills 


23,289,821 


10. P. Lorlllard 


22,920,380 


10. P. Lorillard 


21,609,920 


11. Gen. Mills 


21,868,394 


11. Miles Labs 


19,580,969 


12. Gillette 


20,253,559 


12. Gillette 


19,276,324 


13. Coca-Cola Bottlers 


18,350,976 


13. B&W Tobacco 


17,597.611 


14. Philip Morris 


18,300,913 


14. Philip Morris 


16,148,631 


15. Kellogg 


18,181,311 


15. Sterling Drug 


16,081,946 


16. Warner-Lambert 


17,665,092 


16. Kellogg 


15,000,228 


17. Miles-Labs 


17,170,706 


17. Alberto-Culver 


13,961,454 


18. Corn Products 


15,833,971 


18. L&M Tobacco 


13,904,761 


19. L&M Tobacco 


15,541,925 


19. American Tobacco 


13,699,986 


20. S. C. Johnson & Son 


15,452.833 


20. S. C. Johnson & Son 


13,581,030 


21. Wrigley Co. 


15.289,928 


21. National Biscuit 


12,891.872 


22. Campbell Soup 


14.226,690 


22. Coca-Cola Bottlers 


12,723,615 


23. American Tobacco 


'.4,199,473 


23. Corn Products 


12,710,389 


24. B&W Tobacco 


14,142,536 


24. Warner-Lambert 


11,721,228 


25. Sterling Drug 


12,893,577 


25. Ford Motors 


11,503,224 


Sour4 : 'IMV 



iimMiiiiiiiliii'iiiliiiiinm i <i i iiiiiiiiii) iiiiiii <i ' 
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Now, that's what we call a prize! 

Peters, Griffin, Woodward recently held a May-Time party at its New York headquarters for adver- 
tising agency time buyers, creating a carnival atmosphere with various booths staffed by cos- 
tumed PGW hostesses. Trying their hands at a ring-toss are (l-r) Stan Kreser, of Benton & Bowles; 
Maureen Murray, of Lawrence Gumbinner, and PGW account executive for tv Dennis Gillespie 



lion from 'til when it was 15ih. 

Dro|>|jiiig out of the first 25 were 
S. C:. Johnson, which (iit its tv 
biulget some S2.8 million from '01 
when it ranked 2()th, and ended up 
29th last year at §10.8 million, and 
National IJisdiii, falling from 21st 
* in '01 to 20th last year, with its 
' $11.8 million total down some Sl.l 
'' million. 

New to the first 25 were William 
" WVigley, Jr.. 20th in '01 and 21st 
•| last year, and Campbell Soup, going 
«l from 27th to 22nd. W'rigley added 
^ some Si.l million for a total of 
$15.3 million in '02, and C;ani|)bell 
I boosted its t\ expenditures by some 
S3.5 million for a $14.2 million 
total. Leading the list, as usual, 
was the nation's biggest advertiser 
» in all media — Procter S: Gamble, 
\ which jjoured another S3. 3 million 
into tv last year for a total of $112 
r million. 

Square wheel rounds out 
i zany Dr. Pepper promos 

I Sound the trumpets! Boom the 
cannon! Ring the bells! Dr. l'e|j|jer 
has invented a scpiare wheel. The 
soft drink (omjjany has (onie up 
with this wonder of wonders as 
another weird |)ri/e for consiuners. 
It follows on the heels of other /any 
Dr. Pep|)er giveaways siu h as a dia- 
mond doorknob, an island in the 
Bahamas, and a solid gold dino- 
saur. 

( The s(piarc wheel will be hewn 
out of solid rock and made into a 
"caveman-style" coffee table, ac- 
cording to Dr. l'e|j|)er advertising 
v.p. John C. Simmons. Awarded 
with it lo the first-prize winner will 
be a choiie of a 1963 Corvette Sting 
Ray or Chevrolet Impala nine- 
passenger station wagon, and a cash 
J award of $5,000. 

The contest will run from 20 
Afay through 30 June and be sup- 
ported by network tv featuring 
Dick Clark on ABC, |>liis other 
popidar shows on XBC and CAiS, 
in addition to ads in Life and Look, 
also trade magazines, radio-tv ads, 
newspa|jer mats, and point-of-sale 
material for bottlers' lotalized use. 

Contestants have to (omplete the 
sentence, "I want to win Harmon's 
, scpiare wheel because . . ." Harmon 
is the leader of a group of cavemen 
created for Dr. Pepper's use in its 
national advertising program the 
past two years. Similar contests 



will rim concurrently, one for deal- 
ers and one for route salesmen. 
R. L. Polk & Co. will judge the 
consimier entries. 

Happy birthday 
American Airlines 

With the industry closely watch- 
ing new-foimd leanings toward 
broadcast advertising by airlines, 
it's jjarticidarly noteworthy that 
one, American Airlines, is the 
standard bearer by far in terms of 
longevity. The llight firm is cele- 
brating its 10th anniversary on 15 
May as sponsor of Music 'Til 
Daivii. 

The late-night program (11:30 
p.ni.-5:3() a.m.) is heard on the five 
CBS Radio ofco's plus WW J, De- 
troit: KRLV, Dallas; WLW, Cin- 
cinnati; and WWDCJ, Washington, 
D. C. Doyle Dane Bernbach is 
agenc y for American. 

Thieves help adman 
create new campaign 

What does an advertising man 
do when in conversation he hears 
an oil-beat fact? If that fact hap- 
jjens to be that Houston Police 
statistics indicate one of every three 
cars stolen in the city is a Chevro- 
let, and if that adman hajjpens to 
have a Chevy dealership for a 
client, the answer is simple. He 
will take this fact and expand it 
into an effective radio campaign. 



That's what the Berkley Agency 
did for Joe Prichard's (.'ourtesy 
Chevrolet in Houston. 

With the local pojjularity ol 
Chevys among thieves as a theme, 
the Berkley Agency created ten 
spots and placed them on three 
radio stations, running simidtane- 
ously. It was a natural — with such 
phrases as "a steal oi a deal," "get- 
away car," and such scenes as the 
courtroom and a nighttime hijack- 
ing. 

Berkley foimd this to be an ef- 
fective way to attract the attention 
of listeners, with the various sound 
effects to be employed, such as 
sirens, and the jjounding of the 
judge's gavel. 

Burry to sweeten tv spot 

Heavy sjjot tv will be used in a 
number of cities next month as the 
Burry Biscuit Division of Quaker 
Oats lainiches the biggest cookie 
promotion in its history. Weight- 
man, Inc., of Philadelphia, han- 
dling the cani|)aign, said no sched- 
ules have been firmed as yet, but 
"the saturation will be extensive." 

Kicking oil with full page, full 
color ads in the June issues ol 
Fam'ly Circle and iVomaii'.s Day 
magazines, the promotion will "co- 
star " a Betsy Burry character and 
a jingle: "Heavens to Betsy, Burry 's 
are good/Best darned cookies in 
the neighborhood!" Transit com- 
pany bus jjosters will also be used. 
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Ladybird's sitting in the catbird seat 

Mrs. Lyndon B. (Ladybird) Johnson (second from r), wife of the vice president and chairman of 
KTBC (AM & TV), Austin, Tex., receives citation naming her honorary chairman of "International 
Project I" of AWRT's Educational Foundation, which sponsors visits of foreign viromen broadcasters 
to the U. S. L. to r. are Margaret Mary Kearney, educational director of WCAU (AM & TV), Phila- 
delphia, and nevir AWRT president; Elizabeth Baines. CBS TV, N.Y., chairman of the foundation's 
board; Mrs. Johnson; and outgoing AWRT president Martha Crane of station WLS, Chicago 



Crush stringing along 

Orange Crush is responsible for 
a mammoth revival of guitar play- 
ing in Argeniina, re-awakening the 
nation's interest in its folklore 
through sponsorship of a regular 
6:30 Saturday night tv show on 
(liannel 1.3 in lUienos Aires. 

Titled Guitarreadn Crush, the 
piogram retently marked its first 
l)irthday by being acclaimed one 
of the fa\ orite tv shows of all young 
people in Argentina, and was nomi- 
nated by critics as the best folklore 
program of 1902. 

The series features talented sing- 
er-guitarists chosen by offices, stores, 
pri\'ate dubs, and schools com[)ei- 
ing for Crush's guitana de orn 
(golden guitar) medallion. At the 
recently concluded finals, 18 guitar 
"bands" participated, seleded from 
the four /ones of greater Buenos 
Aires. More than A.hW) students 
were mobili/ed, in 1,100 groups, 
from 300 schools. 

.Agency appointments: Tar Card 
Co., newly-foimed San Francisco 
firm planning to market a new 
permanent cigarette filter, to 
Fletcher Kic hards. Calkins & Hol- 
den, S.F. No bioadtast is planned 
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until an initial newspaper test is 
completed . . . Cargill, Inc. to 
Kerker-Pcterson, Minneapolis . . . 
The professional products division 
of Thos. I.eeming &: Co., subsidiary 
of Chas Pfi/er, and the Dcsitin di- 
vision of Pfi/er, to Robert A, 
Becker to handle professional ad- 
vertising . . . .\lside Homes Corp., 
Akron, to MacManus, John & 
Adams, IJloomfield Hills . . . Mod- 
ern Globe to Bennett Associ- 
ates division of Iiifoplan . . . Trans 
(Continental Insurance to Metlis & 
Lebow. Newspaper will be used 
, . . Mystik Tape division of 
Borden Chemical to Fuller Sc Smith 
& Ross. Products include Elmer's 
Glue-All . . . Helene Curtis Indus- 
tries' Suave line (S2 million) from 
]. Walter Thompson to McC^ann- 
Erickson. A new antacid enzyme 
mint called En/it assigned to Ed- 
ward H. Weiss . . . John F. Long 
Homes account of Phoenix (S400,- 
000) to Vineyard-Henily & Asso- 
ciates . . . Avondale Mills to Rol>- 
ert Luckie & Co., effective I June 
. . . Gallaher Ltd., leading British 
cigarette manufacturer, to the Lon- 
{h)n office of BBDO . . . Midas, 
Chicago, to Simon.s-Michel.soii, De- 
troit, for advertising for Michigan 
and Ohio. 



New c|uai teis: A 38-story skyscrap- 
er now undei construction at 777 
Thiid Avenue in New York will 
be the headquarters for U. S. Ply. 
w(K)d. Fhe binlding is scheduled 
for coinpleti(m early in I9G4 . . , 
Riedl & Freede completed the 
move into its new Clifton head- 
(juarters building, marking finali- 
/ation of the firm's three-year, $1 
iiiillion physical expansion pro- 
gram . . . Sally Dickson A.s.sociates, 
New \'ork public relations agency 
Niaffed entirely by women, marked 
its 20th anniversary with a move to 
new and larger (piarters at 050 
Third ,\venue cn'e(ti\'e 1 July. 

Double header: Hope the students 
at New ^'ork's Pr:ut Institute aren't 
loo confused by a rather unusual 
experiment which finds an agency 
art director and copywriter teach- 
ing the same class. Bob Levenson 
and Sid Myers, both of Doyle Dane 
Hernbach, believe that two heads 
are better than one when it comes 
to making advertisements and teach- 
ing advertising. The pair practices 
the latter art every Monday night 
from 7-9 p.m. at the Brooklyn cam- 

])US. 

Talent roster: The Charles H. 
Stern Agency in Hollywood has 
published its first annual OfJ-Cam- 
cra Directory of Announcers, Voice 
Specialists, Singers, nnd Arranger- 
Composers. Some 1,500 books have 
been printed and are being distril> 
iited to agencies and production 
companies. 

New on the scene: John Dearborn 
resigned as marketing director of 
Beaiunont, Hohman & Durstine to 
set up his own San Francisco shop 
with two accoimts whose billings 
total $180,000 annually. Agency 
will speciali/e in food accounts. 
Dearborn took with him BHRrD's 
Sno-Kist Fro/en Juice and Joveco 
^'ogurt accounts. Associated with 
him in the new agency is George 
F. Campbell, former sales manager 
of the \'iennese Baking Co. of San 
Francisco. New shop is at 1255 
Post Street. Phone: TUxedo 5-G127. 
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Face lifiing: Group I'rodiiciioiis, 
the New York film company which 
receiul) completed its I.OOOtli 
tv commercial has also just finished 
liie remodeling oi its onice at 209 
East 18th Street, indiidiiig the 
takeover of the entire threc-lloor 
building. 

Expanding: Arthur Pine Associaies, 
corporate-financial public relations 
firm foinided 20 years ago, nio\e(l 
to larger headquarters at 1780 
Broadwa), New York, and opened 
a specialized department devoted 
exclusively to the pid)lic relations 
representation of hanks and otliei 
financial institutions. 

New name: Orisiano Associates 
now called Orisiano-l'earsall Asso- 
ciates in recognition of die long 
service of William H. I'earsall, a 
fouiuling partner of the firm which 
was organized in August 1953. 
Pearsall has also been appointed 
vice president of the firm . . . .Stock- 
holders of Reeves Soundcrafi Corp. 
approved change of the compan\ 
name to Reeves Industries, reflect- 
ing the changing charactei of ihe 
coni])any. 



Moving: \V. Pcarse Casey, vice pies- 
ident of DCS&S and senior a<coiint 
supervisor on Grove Lafjoratorics, 
appointed account supervisor on 
Aiiwick lirands division of Air- 
kein. 

R. Bruce Pasclial to vice president 
of marketing. Standard I'ruit and 
Steamship Co. 

DonaUl A. Stork to account execu- 
tive of Richard C. Lynch Advertis- 
ing, St. I.oiiis. 

Jack Silverman to copywriter in 
the New \ork ollicc of Gardner 
iXdvertising. 

C^harles L. Driigonetle appointed to 
the creative sialf of Black &: Musen, 
Springfield. 

Lou Perkins to the Chicago olfice 
of Wade as producer-director of tv- 
radio commercials. 

Edwin |. Case to the research de- 
pnrinient of Fuller &: Smith &r Ross 
as project director. 

jini liowerniasier, loriner piomo- 
tion-inerc handising manager of 
WMT, Cedar Rapids, and Rose- 
mary Goliring, to associates of Car- 



tel Reynolds and Associates Adver- 
tising l)cs Moines. 

NLijoric Stevenson to sales repre- 
sentative to the advertising indus- 
try in New York for REA Express. 
She is REA's sole female sales 
rej) among 350 salesmen located 
throughout the country. 

Jerome F. IJirn to creative diiecior 
of 'rathaui-Laird. 

Carlton J. Mertens to Schlit/, Brew- 
ing as assistant to the director oi 
Old Milwaukee advertising and 
merchandising. 

Paul Field to SSC&rB as director of 
broadcast business affairs. 

Roland Marx, Robert Taniiehill, 
Ben \Vagiier to \ice presidents of 
SSC&rB. 

Richard Reibold to radio-television 
director at Beckinan. Kobliiz. 

P;iul F. Dixon to new post of gen- 
eral manager of Schick. 

Ai ihur 1*. Felton to assistant home 
office marketing manager of Tide- 
water Oil. 

Richard L. Sullivan to manager of 




MISSISSIPPI COLISEUM 



JACKSON, MISSISSIPP 

WJTVchl2Katz.WLBTch3 ■•Hollingbery 

Serving A One and One-Half Billion Dollar Retail Market. 
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^P^an hour 

staffs your station 

with I G M 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lower costs, higher profits with 
unparalleled flexibility and consistently) 
better sound. Write for free folder, "The 
Sound of Money." 

I G M SIMPLIMATION 
p. 0. Box 943, Bellingham, Washington. 



CENTRAL KANSAS' 

GREATEST TV COVERAGE! 




advenisiiig <>i H. \-. Cioodiich Foot- 
wear. 

I)a\i(l G. IMiiliips to tiie media dc- 
paninciu of S. E. Zul)row. 

Richard J. Walters to piesideiit of 
Diainond Kaiioiial Coip. 
Riciiard C. Ilrowii to Tracy-Lot ke 
as arcouiit excriitive. 

Michael I*. O'C^oiinor to the public 
relations stall of N. \V. Ayer. 

Robert Hriice to Street & Fiiiiicv as 
sales analyst in the researdi depart- 
ment. 

Thomas Flaherty, Jr., piomoted to 
a((()iint sii|)ervis()r in the Pitts- 
buigh office of Erwin AVasey, Ruth- 
ranlf >L- Ryan. 

Richard C. Hess to art supervisor 
on the Eastern Air Eines acroiint at 
Fleldier Richards, Calkins >L- Hol- 
den. 

Tony Hilbert to Geyer, Morey, lial- 
lard as e.xec utive art director for its 
western di\ision. 

Duncan C Galbreath joined Bots- 
ford, Coiistantine S: Ciardner of 
San Francisco as media-marketing 
coordinator for the agency's three 
West coast oflues. 
Uill Downing, former owner of his 
own San Francisco agency, to Riirk- 
er Green S: Co. as account exec- 
utive in chaige of new business de- 
\elo|)ment. 

W. B. Lee is hack as account ex- 
ecutixe with McCann-Erickson's 
I, OS .\ngeles ollice after four years 
as aih'ertising manager and cor|)()- 
late secretary of Hell Brand Foods. 

James J. C^ochran anil Richard H. 
Conner elected to the board of di- 
rectors of Ketchum, MacLeod JL- 
Grove. 

Howard Jacobsen to general sales 
manager of Nichols Wire )c Alu- 
minum. 

Jan E. Muller to I5BI)0 as director 
of research, ie])laciiig Dik W. 
Twedl who resigned. 
Hal Binnetl to account executive, 
O'Grady-Anderson-Gray, Chicago. 
Dan Rodgers to vice |)resident of 
\merican Home Products. 
Roy Menzies to director of mer- 
chandising of Tathani-Laird, Chi- 
cago. 

Sheldon L. Hoker to brand man- 
ager, hot cereals, in s|)ecial j)rod- 
ucts division of National Biscuit. 
John E. Pellegrene to advertising 



manager of B. V. Goodrich Indus- 
trial Products. 

E. P. (Eniie) Andrew.s resigned as 
tv and radio production manager 
of the I-os .\ngeles ollice of Cani])- 
bell-Mithun. 

Henriette F. Kieser to vice presi- 
dent and creative director of Sav- 
age-Dow, Omaha. 

John G. Franck rejoined the Los 
\ngeles office of McCann-Erickson 
as a tv j)roducer. 

E. A. Slarkey to manager of mar- 
ket development, a new post at 
Minneapolis Honeywell. 
Joseph J. Bogdanovich, president 
of Star-Kist Foods, to the board of 
H. J. Hein/. 

Robert ^Veismann, formerly man- 
ager of manufacturing for Ampex 
video and instrumentation division, 
named manager of engineering for 
the division succeeding Meyer 
Liefer, resigned. 

Irwin Lesser to director of interna- 
tional research for Bruskin Interna- 
tional, maiket research firm. 
Tom Carson to assistant media di- 
rector and John Fennel and Ray- 
mond Fertakos to senior media buy- 
ers at SSCRtB. 

William H. iMackall to sales pro- 
motion manager of Schick Inc. 
Leroy- Honsinger to manager of 
|)roduction and purchasing for the 
AVilliam Underwood Co. 
Roherl J. Melisano to head of a 
new sales serv ice de|)arlment at U.S. 
Tele-Service. 

William C. Lyddan to senior \ice 
|)resident and management account 
super\isoi- at Lennen & Newell. 
He'll head the Best Foods Division 
of Corn Products accoimt. 




Food is fun but beer is best 



The Gluek Brewing Co.'s latest promotion in 
its Midwest marketing area is this colorful 
recipe box and attractive recipe cards which 
champion cooking with beer. Heavy tv and 
radio schedules are backing the campaign 



TALL TOWER POWER! 

Consumer Spendable Income. . . .$2,162,507,000 

Per Family $ 5.200 

Population 1,182.600 

Households 368,080 

TV Homes. 327.070 

KTVH 

WICHITA I HUTCHINSON 



Iblair television 
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But, Daddy! 
am 

enough, 
even 
sten to 

CBS 

ow! 




...and Susie might win with that argument. No- 
body's happier than Dad that she's passed 
through her rock 'n* roll phase and enjoys, with 
him, the programs of the Grownup Station — 
VVCBS. It won't be long before Susie's in con- 
trol of her own set of purse strings and she'll be 



WCBS 
RADIO 
880 

lOI.l FM 



great friends with WCBS Radio's Jack Sterling, 
Kenneth Banghart, Lee Jordan, Bill Randle, 
Ed Joyce, Ted Steele and Bob Maxwell. She 
likes a change, too. Another reason to dial 
WCBS — for the Philharmonic, for good conver- 
sation and Yankee baseballl 



A CBS OWNED RADIO STATION 
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Networks 'brave new world' 



Saicllilcs with siiflirieiit power to 
traiisinit television direct to re(ei\- 
ers on the gromid are in the works. 
R(;A president Ehuer W. Engstroiu 
reported hist week at the company's 
storkhohlers' meeting in New York. 

Many prolilenis remain to be 
h'ckod, RCA .sources pf)inted out, 
l)cf()re such satcUites can he used to 
provide national television cover- 
age. A rocket with sufficient power 
to put the satellite in orbit, and 
the reactf)r for nuclear power are 
among the problems, though a syn- 
chrf)nous conmuniications satellite 
(in the next ten to twenty years) 
is a very strf)ng possibility, liecause 
of its f)rbit at some 22,000 miles in 
spare, and its fixed position in re- 
lation to the earth, such a satellite 
coulil one day provide coverage of 
vast areas. 

RCA's picture was painted in 
multi-colored hues at the meeting, 
with sales in the first cpiarter of 
this )ear up ,3% and profits up 
19^^ from a year ago, chairman 
na\ id SarnofI said. 

Robert \V. Sarnoff, RCA board 
member and NBC chairman, told 
stockholders overall advertising ex- 
penditures continue to rise, "and 
broadcasting, particularly tele\i- 
sion, will increasingly enlarge its 
share of the total. NRC is unicpie- 
ly situated to share in this growth 
by reason of its strong across-the- 
board position and its special lead- 
ership in those areas where the 
growth is likely to be most acceler- 
ated: in color television, with its 
tremendous ailvertising |)oieutial: 
in the increasing trend toward 
spf)nsorship of news and documen- 
tary programs; and in the whole 
field of international tv." 

Kiithusiastic support for color tv 
was voiced by RCA group execu- 
ti\c vice presidents, Charles M. 
()clori//i and W. AValtcr Watts. 

(>onnnenting on acti\ities of 
RCA .Service, Odorizzi said: "This 
\c'ar, for the first time, revenue 
from installations and service on 
color tv receivers would surpass 
revenue on black and white sets, 
and as color tv set sales grow, we 
expect this revenue will climb 



rapidly." He also noted sales of 
color tv film cameras tripled in 
1%2. 

Said AVatts: "Color tv receiver 
sales to dealers are running more 
than 10% ahead of last year's ex- 
cellent record and we anticipate 
this rate will increase before this 
year ends. AVe believe total indus- 
try .sales of color sets this year will 
run between 750,000 and one mil- 
lion mn'ts depending upon the 
availability of color picture tui)es." 
RCA is still the only commercial 
source for color tubes at the mo- 
ment, and whatever the rest of in- 
dirstry can procUice later this year 
will help, AVatts added. 

Gulf backs more on NBC 

XliC News has signed Gulf Oil, 
\ia Young 8: l^.ubicam, to sponsor 
two special hour reports this fall — 
an educational one tentatively 
titled An Exlicrimcul hi Excellence 
(19 September) , and the other a 
football program titled Making of 
a Pro (15 Dccendjer, in color) . 

These latest buys are in addition 
to Gulf's recent purchase of NRC's 
convention-election package and re- 
newal of its instant news specials 
on the web, and points up the ex- 
tent to which Gulf is using tv for 
information and public service pro- 
graming. 

Republic Studios to CBS 

Republic Studios in Los Angeles 
has i)een taken over by C15S TV, 
which has renamed the facilities 
Studio Center and will shortly be- 
gin production there on three 
series, hi addition, CBS is nego- 
tiating a new lea.se with Four Star 
Productions, which will continue 
its entire operation at Studio Cen- 
ter. Heacb'iig up the facility as 
studio manager for CBS is veteran 
Hollywood production executive 
Sidney \'anKeiireii. 

Xetwork series to begin rolling 
there are Rmvhide, filmed at l^^e- 
puiilic last season and beginning 
its new lensiiig 2.S Mav: C.unsmokc, 
which enters production there for 
the first time 22 May, and The 



('•real Adventure, new hour skein 
to start 10 June. CBS is also plan- 
ning a long-range improvement 
program, including construction of 
new stage facilities and complete 
modernization of all sound equip- 
ineiit. 

ABC leads webs' gains 

ABC TV had the biggest gross 
time billings rise of all three net- 
works last January over the same 
month in '62, a gain of nearly $1.6 
million to a total of $18.3 million. 
Ai the same time, combined bill- 
ings for the three webs rose to 
$68.2 million, 3.7% over the [anu- 
ary 1962, total of $16.7 million. 
CBS' billings went from .$25.5 mil- 
lion to $26 million, while KBC's 
rose to $24 million from S23.6 mil- 
lion. 

By clay parts, gains were recorded 
by the networks in all but night- 
time, which dropped .4% from 
January, 1962, according to TvB/ 
LNA-BAR. Total daytime billings 
rose from $21.4 million to $24 mil- 
lion, up 12.3%,. 

Lift-off lexicon: In these modern 
times, a tv network is a many 
splendored thing, not the least 
being a source of information on 
space technology. AYitli the court 
clown narrowing on Astronaut 
Gordon Cooper's flight, ABC TV 
and its affiliates Iiave come up with 
a space primer. It's written by 
Jules Bergman, science editor for 
ABC News. 

Happy fjirthday liing: ^^ay is a 
merry month of birthday celebrat- 
ing on NBC Radio. The network 
lias piu together a 55-niinute salute 
to mark the 60tli year for liob 
Hope (see 6 May, page 58) and on 
4 May aired a 25-miiiute Motiilor 
tribute to liob's traditional rival, 
liing Crosby, 59 years old the first 
week of the month. Among those 
on hand for the liing birthday: 
Dorothy Lanioiir, Bing s sons, the 
Andrews Sisters, Ken Carpenter 
and — Bob Hope. 

Buick tecs oir on NBC TV: Buick 
will be on the air for two and a 
half hours the weekend of 8-9 
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June, an lioiir more than original- 
ly planned, with coverage of the 
liuick Open golf tournament. The 
additional time will be used from 
5-G j).m. on 8 June to make a na- 
tional spec tator event of a new fea- 
ture this year, the liuick Hole-iii- 
One Sweepstakes. Here's how it 
works: the 15 golf pros leading the 
Open at the end of 36 holes will 
undertake one after another to see 
whether they can score l.">5-yard 
hole-in-one on the 17th green of 
the Warwic k Hills Golf &: Country 
Club in Grand IJlaiK, Midi. 
There'll be rich purses for as many 
as eight of the drives and in eadi 



case for some golf fan who has pre- 
registered with a r.uick dealer to 
be the pro's partner. The prize 
money, for each hole-in-one, .'s50,- 
000; for closest ball to the hole, 
S15,0()(); lor second closest through 
eighth closest, T.'jOO, $5,000, $2,500, 
$1,500, $1,000, $500, and $250; and 
for each pro who docsn'i score, 
$100. If only one pni scores a hole- 
in-one he would will both the $50,- 
000 prize and the $15,000 ])ri/e or 
$05,000 to be s])lit with his distant 
j>artner tor that one ball. Inci- 
dentally, there have been only two 
holes-in-one scored on the 17ih, a 
22!2-yard one by Pro Jerry liarbeu 



in last year's Open and one seveial 
years earlier by a club member. 
Any hole-in-one shooter during the 
Open itself has a standing oiler to 
collen a cmrent-model IJuick Iree. 

Haj)j)y anniversary: Don McNeill's 
Hrcdhfdst (Uiib wings to New ^'ork 
20 Ma) to begin its annixersarv 
lelebration. The AI5C Radio show 
will be ;}() years old this summer. 
The Chicago-based program will 
originate from New York's Man- 
hatian Hotel the week of 20-21 
May and move back to (Hiiiago 
iiniil 28 June when the lireakfast 
.(.'Auh tra\els abroad. 



An ad by any other color is du Font's 





E. I. du Pont de Nemours, in renewing "Du 
Pont Show of the Week" on NBC for next sea- 
son, has indicated it will step up its use of color 
commercials in the series. Of 30 telecasts 
slated for '63-'64, 14 will be color dramas, 
six drama-documentaries, and ten repeats, all 
originating in New York. BBDO said du Pont 
has made use of color in its commercials for 
this season, but not to the extent of its plans 
for the upcoming one. 

The next "Du Pont Show," which stars Tues- 
day Weld and Alfred Drake (right) in "The 
Legend of Lyiah Clare," in color on Sunday, 
will have half its six one-minute commercials 
in color, and the other half in black-&-white. 
However, next season's color shows may fea- 
ture all the commercials in color. 

Of the '63-'64 lineup, seven original color 
dramas will be lensed by Directors Co., a part- 
nership of producer-directors Franklin Schaff- 
ner and Fielder Cook, with the seven addi- 
tional color dramas to be produced by David 
Susskind for his Talent Associates, Ltd. The 
remaining six non-repeats will be reports of 
climactic moments in the lives of real people, 
and again be produced for du Pont by Creative 
Projects, NBC News, under supervision of exec 
producer Irving Gitlin and producer-director 
William Jersey. Susskind is the only newcomer 
to the "Du Pont Show" production lineup, with 
Directors Co. and NBC News used in '62-'63. 
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Senate to elect r/tv? 

R.'idio :iii(l t\ stniioii.s iiinv' s(m>ii 
be able lo l>n);ul(asi "greai deljaies 
oil major i^^lles" in ilie l\ S. Sen- 
ate, if iluK 1k)(1\ aj)])i<)\es a re^()lll■ 
lion iiiiioibiced last week. l)y Sen. 
J.uol) K. |avil^ (R., X. V.j. lie 
^a^^ the ])hi( iiis> oi i\ (anieras and 
luidopliones in ilie Senate would 
not i)e an invasion o( senatorial 
j)ri\a( \, and sik ii a inox e in inevit- 
able. 

)a\its" resolution takes into con- 
sideration (lie \ ie\\'s of .some sena- 
tors who feel televised sessions 
would alJect legislative |)i()(ess. It 
wonid gi\e ibe Senate (loniinittee 
on Rules and Adnn'nistration the 
authoritv to set the times and con- 
ditions under wliidi tv-radio de- 



bates would be pernu'iteJ. Writing 
in the (inieni issue of Tl' Guide, 
lie implores: "Let iis at least try 
it om on an experimental basis." 

Booming commercial biz 
boosting VPI'S income 

Tlie tv commercial business is 
booming, according to Vi<leo Pic- 
tures |)resi(leiit (ieorge 'roiii|>kins, 
who re|)orts his film production 
<<)inpaiiy will ring up between .Sl-f) 
million in the <-omiiig year, and 
newly ac<]uired subsidiary \'1*I of 
California has nrnie<l business 
amounting to S2.'>(),()()0. 

'r()iii|)kiiis also announces \'ide<) 
Programs has taped its first pilot. 
Lei's Make Music for iVlUl, aiul 
has sold a second feature, a S]jecial 



titled Hole in One (iolf, to he tele- 
cast 8 June from the Warwick 
Hills (Country Club in Grand 
Hlaiu, Mich. 

I)i.s( n.ssiiig "the most concerted 
e.xpansion |)rograni Video Pictures 
has seen" in his four years as presi- 
dent, 'roiii|<kins noted: "VPl bill- 
ing is twice what it was a year ago 
and the film producing segment of 
the o|)eratioii has grown from a 
stair of 25 to 70, from a single 
((>nimer<'ial director to seven direc- 
tors in the last 12 months." Sub- 
sidiary Video Prints, operating in 
New \'ork with a stafT of ten, "will 
have a xoluiiie of S300,000-S5()(),()()() 
in print releases in the coming 
year," he adcle<l. 

New rep in high gear 

Roger OX^oiiiior, Inc., wlii< h set 
up sho|) in New ^'ork just a few 
weeks ago, is concentrating its lat- 
est ex|)ansion effort in Chicago. 
The new firm has formally opened 
its Windy City office at 307 North 
Michigan Avenue (Phone: AN 3- 
0703) and named John K. Tliorsen 
as sales manager in charge of the 
niidwestern operation. 

Thorsen's background has been 
centered in (Chicago, where he was 
sales manager of the niidwestern 
office for WPAT, New York, and 
Weed Television and Radio. 

Back in New York, John Griffin 
joined the firm as ilie core of the 
home-office sales stafl. He joins 
Roger O'Connor from Boiling. 

N.Y. dailies set sights in 
specialized radio push 

New ^'ork (aty's 1.6 million Ne- 
groes are targetsof on-air campaigns 
by three newspa|)ers, the Times, 
Journal-A mcrican , ami Daily News. 
All three are forging the way with 
Neg''o ap|)eal station Wl.IIi. 

In the case of the News {]. M. 
Hickerson agency) and ihe Journal- 
American (Kastor, Hilton, (Jhesley, 
Clifford il-Atherton), the campaigns 
center on contests: one a weekly 
fowling Contest and the other a 
"Twin Win" com|)etition geared 
to dollar bill and Social Security 
luinibers. More unicpie is the 
Times employment of a broadcast 




Hey mom, look what we won! 

"Take me, I'm yours," says Bimbo the elephant to three of the 50 winners in WBAL's "Why I 
Want to Win an Elephant" contest. The kids are members of a class of 40 pupils who jointly 
submitted their entries to the Baltimore station as a block. WBAL treated them all to the circus 
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Bank banks on news to draw dividends 

Latest advertiser to sign for WMAL-TV's 6:30-7:30 p.m. five-a-week newscast is Suburban Trust 
Co. of Maryland, which bought Keith McBee's five-minute Maryland reports twice weekly on the 
Washington, D. C. station. L-r are McBee; William Mullett, senior v.p. of Kal, Ehrlich & Merrick; 
WMAL-TV account executive Jules Huber, and Dr. T. B. Symons, Suburban Trust p.r. director 



version ol publishers' proximity 
plareinenls. \'i;i liHDO, tlie news- 
paper asks tlial air (opy for its 
lieip-wanietl ad scdions be used 
adjateni to ihc recording of ilie 
song "I Got My Joii Tlirongh tlie 
New ^'orlc Times." This no\ehy 
number, recorded liy The Stepping 
Stones for the IMiilbps iai)ci, is now 
being (hstributcd to mclropohlan 
stations. 

Give your radio a rest 

If yf)U think yf)ur radio's over- 
worked and needs a rest, enter it 
in a new prf)moiif)n at \\'A1>C, 
New ^'ork. The station phuis to 
send seven of them (radios, not 
owners) arf)und the world on a 
luxury llighi, as a means of herald- 
ing National Radio Month. lUu 
while the radios will be refreshing 
themselves, their owners will also 
l)enefii: the station plans tf) have 
the radios send |)ost cards and 
gifts back to their owners from the 
many exotic and glamorous cities 
they visit. 

Ideas our big gun: Hyland 

Afankinds survival in the nu- 
clear age "depends more on jour- 
nalists and communicators than it 
does on engineers, physicists and 
technicians, "according to Robert 
Hyland, KMOX. St. Louis, general 
managei. He was at the University 
ol Afissouri School of Journalism 



for the .'villi Jomtialism Week Oiv 
serwuice and accepted an Honor 
,\warcl for Distinguished Service to 
Journalism on behalf of his station, 
the first such award ever granted to 
a radio outlet. 

Stressing thai the "power ol 
ideas has through the ages always 
proved stronger than the power of 
weapoiny," Hyland called on jour- 
nalists to "respect our profession, 
or leave it," and urged broadcasters 
to fight for the right for full free- 
dom of the niicro|)lione. Address- 
ing himself to tiewspa|iermen. he 
staled that publishers shoidd join 
forces with i)roaclc asters in their 
fight for freedom, rather than \ iew- 
iiig the struggle of the microphone 
with "misguided competitive emo- 
tions." 

Push for Midwest work 

Ray-Eye I'roduc lions, new tv 
ta|)e and film studio at Kvatiston, 
111., lensing AliC TV's new Take 
Tii'o cpii/.-type show sponsored by 
V. S. Ciypsum, has end)arked on a 
new drive to lure network produc- 
tions i)ack to the Midwest, once 
the lieacUpiarters of the industry. 

In line with the "grand plan," 
Ray-Eye owner Fred Olson, former 
Kansas C^iiy liomc-i)uilcler and tv 
])roclucer, has poured SSOO.OOO into 
new cc|uipnient, including a self- 
contained "micro" studio called 
Rover. Designed and built under 



IS YOUR LIBRARY 
MISSING ONE OR 
MORE OF THESE 
BOUND SPONSOR 
VOLUMES? 



I 

Readers' Service, SPONSOR 
555 Fifth Avenue, New York 17 

Please send me the following bound vol- 
umes @ price stated for each: (Subject 
to prior sale.) N.Y. purchasers, add 4% 



sales tax. 




VULUMt 
NO. 


DATE: 


PRICE 
(Per Volume) 


1 


Nov. 1946-Oct. 1947 


$35 


2 


Nov. 1947-Dec. 1948 


35 


3 


Jan. 1949-Dec. 1949 


35 


4 


Jan.-June 1950 
July-Dec. 1950 


20 
20 


5 


Jan.-June 1951 
July-Dec. 1951 


20 
20 


6 


Jan.-June 1952 
July-Dec. 1952 


20 
20 


7 


Jan.-June 1953 
July-Dec. 1953 


20 
20 


8 


Jan.-June 1954 
July-Dec. 1954 


20 
20 


9 


Jan.-June 1955 
July-Dec. 1955 


20 
20 


10 


Jan.-June 1956 
July-Dec. 1956 


20 
20 


11 


Jan.-March 1957 
Apr.-June 1957 
July-Sept. 1957 
Oct.-Dec. 1957 




12 


Jan.-March 1958 
Apr.-June 1958 
July-Sept. 1958 
Oct. Dec. 1958 




13 


Jan.-March 1959 
Apr.-June 1959 
July-Sept. 1959 
Oct.-Dec. 1959 





Please bill itie □ 

I enclose $ □ Bill me 



Name .. 

Firm 

Address 



State.. 
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su|)ci\ isioii of Rriy-Kyc tcchiiici;ms, 
the system cn;il)k's a director aiul 
out' engineer to bleiul a luiinbcr ol 
|)i("tiirc and sf)inid .sf)Ui(<'s origiiiat- 
iiig from completely aiitoinaled 
cameras and sound tracks. 

4 Cowles outlets ahead, 
but 'Look' revenue down 

lUisiness volume on all four sta- 
tions of Cowles Afaga/ines and 
liroadcasting is running well ahead 
in the first six months of 1903 over 
the same i)erio(l last year, but it 
a|)|)ears the company's overall 
earnings the first half of this year 
will be below the same '62 period 
because "the \ ()lunie of advertising 
in Look magazine — the company's 
largest unit — started off slowly." 

i bis was rejxirted to stockhold- 
ers by jiresident Gardner Cowles 
at the annual meeting. The com- 
j)any's stations are KRNT (AM 8: 
T\'), Des Moines, and WREC (AM 
& T\') , Memphis. During the ses- 
sion, Hoyt 11. Wooten, pioneer 
broadcaster who founded the 
AVREC stations, was elected a 
Cowles director and named to 
serve in an ad\isory caj)acity to 
the management of the Memj)his 
facilities. 

Cowles acquired ownership of 
the stations' licenses from Wooten 
on 29 April. 

STATIONS 
Changing hands: Ownership of 
AVREC (AM & TV), Memphis, 
officially transferred to Cowles 
Broadcasting Service, wholly owned 
subsidiary of Cowles Magazines and 
Broadcasting. Contract to purchase 
\\as signed last December for re- 
ported price of S8 million. Other 
Cowles broadcast jjroperties arc 
KRNT (AM&T\') in Des Moines. 

On location: Although the tea hour 
is three in the afternoon, the Cns- 
per Citron Program broadcast li\e 
over \VRF.\r, New York, Monday- 
Friday from 11:15 p.m. to 12:15 
a.m., now emanates from The Tea 
Center, the mid-town tea-tasting 
\enture suj)j)ortecl by Indonesia, 
India, Ceylon, and the U. S. tea 
industry. The j)rogram, by the way, 




Kelly named a v.p. 

John J. "Chick" Kelly, Storer 
Broadcasting director of ad- 
vertising and promotion since 
September 1959, has been 
named a vice president of 
the company. Headquartered 
in the Miami Beach home 
office, Kelly was previously as- 
sistant advertising and sales 
promotion manager for West- 
inghouse Broadcasting Co. 



is fed to 13 other stations through- 
out the East coast . . . Upcoming 
programing events at AVRCV-TV, 
Philadelphia, include the fourth 
consecutive year's televising of 
e\ents at the Devon Horse Show, 
an 18 June sjjecial mass at historic 
old St. Mary's Church for delegates 
to the Catholic Broadcasters Assn. 
national convention, station's an- 
nual "Summertime on the Pier," 
variety-entertainment shows on 22 
and 23 June direct from the Steel 
Pier in yVtlantic City, and the live 
telecast of the Miss Pennsylvania 
Pageant from West Chester, for 
two hours starting at !) p.m. on 29 
June . . . WNEM-TV, Saginaw, 
team of news director Tom Eynon 
and film director Pete Jonas are on 
sj)ecial assignment, touring Japan, 
Hawaii, and Alaska, filming and 
gathering material for ten public 
service documentaries to be telecast 
next fall in the Flint-Saginaw-Bay 
City area. The results will l)e ten 
half-hour news specials to be aired 
in prime time and sjionsored by 



two cli\'isions of Dow Chemical — 
the liay Refining and Dow Corning 
division. 

New afliliales: 18 radio stations in 
11 markets have joined the Mutual 
Broadcasting System since January 
. . . WTVN-TV, Columbus, O., is 
now a subscriber member of Tele- 
vision Affiliates Corj). (TAC) . 

Expanding: AVGN, Inc., contracted 
lo purchase the Houghton-Han- 
cock conmiimity antenna t\' system, 
located in the lTj)per Peninsula of 
Michigan, from TelePrompTer 
Corj). The system will be operated 
under the corporate banner of 
\VGN-Tele\'ents. The system has n 
potential of five channels, serves 
more than 2,100 subscribers on four 
channels. Two are ofF-the-air pick- 
ups and two are served by the Up- 
per Peninsula Microwave Co. 

Deal us in: A local sales promotion 
by KTNT-TV, Seattle-Tacoma, is 
dealing 600 agency and account 
representati\es into what may be 
the biggest [xiker game e\er j)layecl 
in the Pacific Northwest. Over y 
five-week j)eriod, five jumbo cards 
are being mailed to industry peo- 
ple. Each card contains station pro- 
gram information and the repro- 
duction of one of 52 playing cards. 
.\n iniexpected byplay in the cam- 
paign: weekly "high card" games 
are being played among many of 
the 600. 

Something's fishy: The WMCA 
New York, staffer catching the most 
fish on the station's full-day outing 
15 June gets as Grand Prize "Good 
Guy" nighttime personality B, 
Mitchel Reed. A "Good Guy" gold 
and black sweatshirt will go the 
fislierman with the smallest haid 
from Long Island Sound. 

Sales: Move by KDKA-TV, Pitts- 
biMgh, to expand its 7 p.m. daily 
newscast to one-hour brought total 
sponsor participation. Pittsburgh 
National Rank, Esso, Standard 
Brands, Kroger, and the Natural 
Gas Comj)anies will sponsor the 
news on a rotating basis . . . Pep- 
j)eridge Farms using a heavy sched- 
ule on WFLN(FAr), Philadelphia, of 
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niiiuiies, seven days a week through- 
out the day, 29 April through fi 

I July. It's the first time Pepperidgc 

I Farms has used a classical music 
radio station as an ad \'ehicle . . . 
Recently signed by KWKW, Span- 
ish-s])eaking station in Los Angeles, 
were Cloca-CIola (AfcClann-Erickson), 
R. C. Cola, and Varig Airlines (de 
Garnio /Vdvertising) . . . Tlie larg- 
est one-niarkei pinchase in the his- 

I tory ol KIIJ-TV, Los Angeles, was 
pacted when Clolgate-l'aliiiolive 
signed a S7<W'.'"M' contract for a 
52-week movie series, Tlu: ^exu 

I Colgate Tliratrc. Series will he 
heard at 8:30 p.m. beginning 18 
.\[ay . . . Three additional national 
advertisers joining the list of spot 
accounts on KMEX-TV, Spanish- 
speaking Los Angeles station, are 
MJJi Coffee (fUiDO) , Santa Fe 
Wines (HC&ff) , and ^Vhite King 
Soap (FRC&H) . . . An increase 
of better than 86% over the first 
quarter of 1962 in national spot 
advertising achieved by KCMJ, 
Palm Springs . . . Full sponsorshij) 
of all seven daily newscasts has been 
sealed by KSRF (FM), Santa Moni- 



Caj)s and gowns: A class of Indiana 
State College students are complet- 
ing a practical course in tv admin- 
istration and operation at VVTHI- 
TV, Terre Haute, and receiving 
fidl college credit in addition. Ol- 
fered for the past six years, the 
course calls for students to meet at 
the station studios three days a 
week and speiul the fomth day at 
classroom discussion. Each studeni 
receives a mininunn of one horn 
discussion with administrators and 
persoiniel of 12 departments at 
\VTH1-T\'. Other collegiates from 
Indiana State, St. Mary-of-the- 
Woods College, and De Pauw L'. 
produce daily programs on the sta- 
tion throughout the school year 
. . . The Radio-Television Alumni 
Assn. of San Francisco State Col- 
lege awarded its annual scholarship 
in broadcasting to Charles Biechlin, 
a junior . . . KNBR, San Francisco, 
has established two scholarships in 
the Stanford Radio-Television-Film 
Institme for people interestetl in 
broadcasting careers. The grants 
are half-tuition. The Institute is 
an eight-week workshop concUicted 
each sunmier on the Stanford cam- 



Newsmakers in 
tv/radio advertising 




0. Milton Gossett 

Presently an assistant creative director 
at Compton, Gossett has been elected a 
vice president of the agency. Gossett 
began his career at Compton in 1949 in 
the traffic department. He later joined 
the copy department as a writer. The 
election was announced by Wilson A. 
Shelton, executive vice president in 
charge of creative services. 



Bruce A. Houston 

Effective 1 June, Bruce A. Houston be- 
comes manager of the Robert E. East- 
man St. Louis office. Houston joined the 
Eastman company in September 1962 as 
an account executive in the New York 
office. His previous associations were 
with the Chicago office of Gill-Perna as 
an account executive, and he held a 
timebuyer's position at Arthur Meyerhoff. 





C. P. Dixon 

Courtlandt P. Dixon has been elected a 
senior vice president at Ted Bates. He 
joined the agency in 1949 as an account 
executive and was elected a vice presi- 
dent in 1956. He was formerly a vice 
president at Buchanan, where, from 1939 
to 1949, he spent the first ten years of 
his business career. Rudolph Monteglas, 
Bates pres., made the announcement. 



W. 0. Conboy 

Account supervisor William 0. Conboy 
has been elected a vice president of 
Ted Bates. He joined the agency in 
February 1962 and was formerly with 
Compton as an account executive and 
Vick International as a product manager. 
John F. Van Deusen, Jr., presently senior 
account executive, has also been elected 
a vice president. 





Robert N. Kindred 

He has been named general manager of 
radio station KOSI, Denver. Kindred, 
who has been general sales manager for 
the past two years, assumes the new post 
1 May. He has spent nearly 30 years in 
the communications industry. He be- 
came a vice president and general man- 
ager of KJBS, San Francisco, and KWKY, 
Des Moines, before returning to Denver. 
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WHY SALES CLIMB 
ALONG THE SKYLINE 

You're picking a "one-buy" TV 
^marl<et of over 'A million homes 
with General Merchandise 
_^sales as big as the 36th 
metropolitan area. 

SKYLINE 




T V 



NETWORK 



P.O. BOX 2191 ■ IDAHO FALLS, lOAHO 
CAI.1. wiEi. wntcMT, AneA cooc aos-a?3-4SBT 

Call your Hallingbery office or Art 
Moore in the Northwest or John L. 
McGuIre in Denver. 
KOOK Billings / KFBB Great Fills / KXLF Butte 
KID Idlho Fills / KBLL Heleni / KLIX Twin Fills 



The local store 
knows the score! 

These prominent Washington 
advertisers have been with us 

3 OR 4 YEARS 

GIANT FOOD STORES 

4 YEARS 

THOMPSON'S DAIRY 

4 YEARS 

MONTGOMERY WARD 

3 YEARS 

WWDO 

WASHINGTON, D.C. 

represented riationally by John Blair Co. 



piis and ill the studios of KNUR 
mid other .stations. . . . 

Woinaii'.s work is iievei done dept.: 
On Fi iday, 2G AprW, Katliy Peter- 
son made the trij) into town from 
her home in ISoxiord, Ma.ss., and 
was her x ivac ions sell as hostess of 
W'NAC, Uosion, Words and Music. 
At 10 ]).in. that e\ening she gave 
birth to a Ml lb. baby daughiei. 
Ama/iiig? No. Katliy's an old hand 
at {oiiibiniiig her career with 
iiioihcrhood. She's done it three 
times before. 

Strike .settled: The dis])nie between 
National A.ssn. of liioadcast Em- 
ployees and Technicians and Amer- 
ican Federation of Television and 
Radio Artisls and Great Western 
Broadcasting Clorp. at KXT\', Sac- 
ramento, has been .sett let). 

Moving: Lyniie Walker to women's 
director, liob Rhodes to sports di- 
rector, and Carl Tubbs to exec ii- 
live jModiuer for WBKIJ, Chicago. 

Joseph K. Abrell to new position 
of documeinary and editorial assist- 
ant for WrV^J, Miami. 
Charles H. Mitts to s])e{ ial promo- 
lion (onstiltant of KRL.\, Los An- 
geles. 

Jack Drabant to ])i()dncer-direcior; 
Lars Giertz to chief diiector; Bob 
Turner to producer-director in 
charge of xideo ia])e dej)arinieiit; 
and Tommy Johnson to direcioi, 
all in the ])i(){hi(tion department 
of WFAA-'IA'. Dallas. 

Dan Johnson to the sales depait- 
inent, Marty Giles to the news de- 
part mein, and Jerry Good to pvu- 
motion for WFLA, 'Fampa-St. Pet- 
ersburg. 

Stuart Smith to the sports (le])art- 
ineni as a ]:)r(>duction assistant at 
KSFC), San Francisto. 

^V^lIialn (i. Greenwald to local 
sales and ]>r(>nioiion manager of 
WAIU), Cleveland. 

Beverly Baker to trafhc and (on- 
tinuity director, WHN, New York. 

Lee Osborne to air personality and 
head of the promotion de]3artineiit 
of WKMl, Kalaina/.oo. 
James W. Ckirreu, Jr., to local sales 
manager of Wl'lTL Baltimore. 
Frank Neal.son to the sales staff of 
j W'EJL, Scranton. 



Thomas J. \Vliite named national 
sales manager for Buckley- [aeger 
Broadcasting, owner of \VDRC, 
llartfoid; WlllM, Providence; and 
l\(ill.,, Los Angeles. 

C;eoige \V. P.owe, \V'nC-'F^^ Hart- 
ford, production manager since 
11)57, promoted to assistant ])ro- 
graiii manager, and E. Paul Albert 
promoted to ]>ro(liicii(>n manager. 
Lawrence P. Tootikiaii to manager 
of research and sales dcvelopnient 
de])artment and Sara Fritz to sales 
irailic manager and national sales 
coordinator for WBKIi, Chicago. 
Howard Duncan elected \ ice ]jresi- 
dent— director of sales of AVEHT- 
FV, Evansville, and KGUN-'FV, 
Fucson. \Villiam Hight was elec ted 
vice ]jiesideiu in chaige of Evans 
\ illt' o])eraiions. 

Harvey J. Tate to sales manager ol 
WCAO, lialtiniore. 

John L. Richer to account execu- 
ti\t' of WNBF-TV, Biiighamton. 
Ted Pollock to director of mer- 
chandising, advertising, and re- 
searc;h, for KWKW, Los Angeles. 





One-upmanship 

When WCLV (FM), Cleveland, program dir. Bob 
Conrad jokingly bemoaned (on the air) all the 
free publicity WHK was getting with its "Trash 
Box" promotion, his listeners took him seri- 
ously. The am outlet, WHK, had offered prizes 
to all those displaying the boxes in back of 
their cars. Conrad offered a subscription to 
"some learned journal" to the high-brow who 
turned in the most boxes In a "Stamp out the 
WHK Trashbox" campaign. Result: the station 
was flooded with over 50 boxes from listeners 
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Glenn Heniaid, writer, exenilive 
director, ;uul |)r()(lii(er ol |)ii[)lic 
affairs at W'CIAU-TV, IMiiladel|)lii:i, 
has formed Glenn liernard Film 
Prodiu tions lo s|)e( inli/e in indus- 
trial, sales, do( mnentaries, training 
films and slide |)resentations. 
Richard F. Marccllan to general 
manager of KlOA, l)es Moines. 
Robert I). Gordon, program direc - 
tor at KlR()-rV, Seattle, for the 
|)ast five years, to the television 
branch of the United States Infor- 
mation Agency as dei)uty diiel of 
|)rodiiction. 

Earl S. Baker to the sales staff of 
\VPRO, Providence. 
Thomas Brown IV, former staff an- 
nouncer at W'Kll), rrbana-Cliani- 
|iaign, retin'ned to the station as 
|irograni director. 

SYNDICATION 
Quite a compliment: "Ai)|)les Don't 
Fall F'ar," the one-lioiu" tele|>lay 
seen earlier this season on Nl!(' 
T\''s The Dick Poiuell Theatre, has 
been retjiiested i>y the division of 
Probation of the Federal Ciovern- 
ment as a s|>ecial training film. 
I^roducer Four Star also received a 
letter from California governor 
Brown jiraising the film, wliidi |ior- 
trays the work of a parole officer. 

I New properties: A new idea for 
late night tv programing inaugu- 
rated by Henry Jaffe Enter|)rises 
with the signing of Julie l.oiuloii to 
star in Sleepy 'Time Gal, a 15-inin- 
ute film series of relaxed, romantic 
singing plus incidental mood chat- 
ter .. . Laramie, ihe N'HC TV full- 
hour series now com|)leting its 
foiirtli year on the air. available for 
stations \ia NBC Films . . . Na- 
tional Telefilm Associates |)lacing 
into syndicated re-run distribution 
the last two series, totalling 77 epi- 
sodes, of The Third Man. Now in 
M6 markets, the series has iieen 
sponsored on a national spot sales 
basis bv Anheuser-Bust li for Bud- 
weiser in 80 cities . . . Norman 
Katkov has been signed to develoj) 
and write an hour-long t\- series 
called The Furies lor 2()tli Centu- 
ry-Fox TV. 

Moving: Rick (Chapman, formerly 
with Ted Bates, to Videotape Pro- 
.ductions of New York as adminis- 
trative assistant in the sales dejiart- 
inent. 



Marvin M. Grieve, veteran tv film 
exedilive, to United Artists Asso- 
ciated as national s|)()t sales man- 
ager. 

R()lH"rt I). Mitchell to president, 
J. R. Bingham to vice chairman ol 
the board and treasurer, A. L. 
Fredrick to vice president and Mid- 
west re|)reseiitative, Robert M. 
Finehout to corporate advertising 
and |)ublic relations vice )jresident, 
and Robert W. Buclier to \ice 
|)resident, Assoc iation InstriK tional 
.Materials, all at Assf)ciation Films. 

REPRESENTATIVES 
.\pi>oiiiinienis: KDAB, Denver, and 
\\M',NP.- rV and radio, St. Thomas, 
U.S. \'irgin Islands, to Spot Time 
Sales . . . KliYF, Oklahoma City, to 
Coniineiiial Broadcasting . . . Vic 
Piano Associates has added nine 
stations. They are: WTIIF-'n' Mil- 
waukee: \VF1)0. Pittsinirgh: 
KDAB. Denver: KUfX), Phoenix: 
W'AliF, Mobile; WICK. Scranton: 
W FIR, Steidienville ' W'eirton; 
\VC:FF. Parkersburg; W'SKY. .\she- 
ville . . . \\^\'ON. Chicago, to Bob 
Dore Associates for ;dl s;iles except 
for scjutlieasterii states . . . WFUN, 
.Ntiaini. to \rcCiavreii-Giiild . . . 
WA'N), New:irk, and \VA\'\, Day- 
ton, to The Boiling Cx). 

Moving: Bruce A. Houston to ni;in- 
ager ol the Robert F. Fastmaii St. 
Fouis office, effective 1 June. 
Ronald J. Durham to .Midwest 
inaiKiger of 'Fhe Devney Orgaiii/;i- 
tioii. Dinliam has held the same 
post at Broadcast Time Sales. 
Tojii Tilson to e;istern sales man- 
ager and Alfred T. Parenty to Mid- 
west sales manager fif Metro TV 
Sales. 

James A. Hayes to the sales serx ice 
clepiu tnient of Blair Television. 
Jack MulhoUand to the t\ divisioii, 
John McGuirc lo niiniager ol the 
Denver ollice, Edward R. Eadeli to 
s;des research and market develop- 
nieni director, and Rebecca Ken- 
neally to tr:iffic director, all at Boi- 
ling. 

Peter S. LaBru/./o to the Chicago 
sales staff of McGavren-Giiild. 
Bill Burding to .Meeker Tv Di\i- 
sion as account executive. 
Pat Ncn'iiian from the C^hicago of- 
fice to New ^'ork and Ronald 
Brooks to the CJhicago office in his 
|>lace, both at Bernard Howard. 



MAN 

for 

sales clevc;lc)|)nu'nt 
nieic-hanclising 
Itroinotioii 
rosea rch 
ptihlic; relation.-^ 
c'Xjiloilation. 



for 



slalioii re|)s 
stations 
network 
synclitrafioi) 
and atl aj;ent:y. 



WKITK SPONSOR 
HOX :S::U 




li'dl^ — 

new decor, 
new appointments, 
new meeting and 
conference space . . . 
800 modern rooms and 
suites completely 
refurbished . . . 
air-conditioning 
and TV . . . 
convenient municipal 
parking adjacent . . . 
close to all downtown 
business appointments . . 
a choice hotel in an 
excellent location 
c/ose i>/ 

"adyerfhing row" 

ALLERTON 

HOTEU 

701 Norfh Michigan Avenue 
at Huron 

Home of Ihe TIP TOP TAP 
Visit the lAZY HON 
Telephone SU 7-4J00 
TW.X 3l2-22;> 048a 
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RECEPTION ROOMS 

{Continued from fxigc .Sfi) 

IK IS ;iv;iil:il)lc on llic desk in ilic 
fxcdilive iccc'ijlion ntoni. 

Loyul to ilic -American Toiwcco 
("().. lilMX) Slocks onl) ihis di- 
eni's |>n>(lu(ls in its vending ma- 
chines tinougliout (lie bnilding. 
Lucky Sirike is the cignrelle ar- 
rouni in the lionse. B15I)() bev- 
erage vending niadiincs carry only 
I'epsi-C^ola, Teem and Paiio, prod- 
ucts made i)y Pepsi, bnt nowhere 
can one find (^oca-Ciohi. The visi- 
tor vvonld iiave to traipse to Mc- 
(^ann-Krickson lor (/)ke, one of its 
clients. 'I'liere the vending ma- 
chine is fdled with Cloke, but nary 
a drop of I'e|)si. 

Publish agency newsletters 

In the principal reception rooms 
of 111? DO, management makes 
available, in addition to regular 
magazines, latest co|)ies of the 
IIBDO Ncivslcller, issued by the 
pidilic relations cle|>artnient and 
edited by Charles Mangel. The 
liUDO Xcit'sleller recently won 
first place in the nation's top com- 
petition for industrial and trade 
magazines. 

lienton & Uovvies uses its recep- 
tion room to distribute the com- 
|)any's internal publication, Con- 
x'er.sation, which it calls a "periodic 
talk with the people at B&IJ." It is 
a comparatively new publication 
|)ennecl by George Whipple of the 
|)ublic relations department in 
Xew ^'orker style. 

It is reported that H&U in the 
near future will slicjw some ol its 
latest IV conmierc ial output on a tv 
receiver in the reception room. 
This will afford both agency work- 
ers and visitors an opportunity to 
keep abreast of the agency's most 
recent creative video efforts. This 
is a departure, indeed, because 
most agencies use their reception 
rooms to display jirini media ads. 
Seldom does one view tv work. 

A number of station representa- 
tives queried in the course of this 
study spoke feelingly of certain 
receptionists. They praised, in par- 
ticular, the remarkable memories 
of some of the girls on duty at both 
Ted Rales and SSCSrU. "Hello, Mr. 
So and So," they will insiainly 
say, although it is only the second 
time thai the station re|) has ap- 
peared in the room. 



Fuller & Smith & Ross also con- 
siders it a deliglii to serve u|) 
"sweets" including those from its 
client, Ileide, maker of ilie Ju- 
jubes. Visitors hel|) ilienrselves to 
these candies from a large apothe- 
cary jar on the lecepiionisi's desk. 
On occasion, a media exponent, 
suffering perha|>s from a mild in- 
digestion, will reach for ("lorets 
mints and gums, also a clieiu 
procluc t. 

At Young S: Rubicani, a visitor 
can reach for samples of 15eecli-Nut 
1/ife Savers, but this, regretably 
won't be for too long. YS:R, after 
a long and honorable association 
with 15eech-Nnt Life Savers, Inc., is 
about to part company. 

Kasior, Hilton, Chesley, Clifford 



Radio programs, 
country-style: 
why audiences 

and advertisers 
love them 

I Who listens to country-music I 

i radio and who buys it? ... a | 

j special report on a but little- f 

1 understood market. 

NEXT WEEK IN SPONSOR I 



& .Atherton did a i)ariicnlarly rush- 
ing business during the cold spell 
when the town was crowded with 
coughers and snifllers. This agency 
makes a happy practice of provid- 
ing visitors with Smith liros. black 
and cherry cough drops (good in 
the winter) and Smith IJros. smok- 
ers' clro|)s, available in spring and 
summer. 

Visitors in tiie reception room of 
I'apert, Koenig & Lois cpiickly no- 
tice that the N'ew York Herald 
Tribune (a client) gets billing over 
the N'ew ^'ork Times in the mound 
of newspapers and magazines avail- 
able. 

Station rei)s who make the 
rounds of agencies rec all with pleas- 
ure a (ieyer, Morey, Madden S: 
liallard gesture several semesters 
ago when the agency helped intro- 
duce the restylecl Rambler called 



the American Beauty by putting 
y\niericaii lieauty roses in lapels oi 
each media salesman calling on 
the agency. Presently, the recep- 
tion room of the agency has on cli.s- 
|)lay a miniature scale model of the 
latest Rambler. It is mounted on n 
special platform and cannot be re- 
moved by anyone with larcenous 
notions. ^ 



OTHER-WORLD TV SERIES 

(Continued from page 31) 

audience. Over the 9()-minuic 
cluraiion of the fdm, \VA1{C-T\' 
was first in the market. 

Invaders created a radical change 
in time period viewing paiieni* 
compared with the previous four 
weeks. WAIiC went nj) 27% in 
ratings and 23% in share; CHS was 
clown slightly in both measure- 
ments, and NUC was off 20% and 
23% respectively. Op|)osition pro- 
graming in the period included 
20th Century, Mr. Ed, Lassie, and 
Meet the Press, McKeever, Ensign 
O' Toole. 

The probable composition of au- 
dience is crucially important if 
ABC's counter-move is to succeed. 
Studies of sf movie viewing in 
Memphis, Houston, Milwaukee 
and Dallas showed that 56% of 
viewers were under 40 years of age; 
panel-games Truth and Secret had 
only 33 and 37% respectively in 
this bracket. (ARB, November 
1962.) 

The research also quotes TvQ 
data (a measure of program ap- 
|)eal) whicli rejiutedly supports the 
view thai the two game shows are 
|)artic ularly vulnerable to a strong, 
young adult appeal program. Less 
than 18% of all the younger adult 
viewers familiar with the CBS 
shows considered ihem one of their 
favorite programs, yielding a TvQ 
score of 14 among imder-40 view- 
ers. 

By comparison. The Day the 
Earth Stood Still, scored a 46 TvQ 
among the younger adults. The 
network's interpretation of this is 
thai Outer Limits will "go into the 
time period with the distinct ad' 
vantage of having yoimger viewer 
appeal." 

\\'ill this fall see the start of a 
new science-fiction trend? ABC TV 
is belling that it will. Time, and 
the new season, will tell. ^ 
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I ^» M f ■ V^M A f ■ ^I'V A column of comment 

^ If I III Inf V^ll I Ml 1^ I °" broadcasting/ advertising, 
1 W I Ilia WW I %r I m\ I I by industry observers 

HIDDEN HOMES: IT'S TIME THEY WERE COUNTED 



By WILLIAM R. ROBERSON, JR. 

president and general manager 
\Vn\\'-'n\ IVa-shinglon, \.C. 

If you've ever seen a comedy on 
army life, yon have no iroul)le re- 
' calling the early morning reveille 
I formation, with the top sarge 
I growling the "count-oif" to deter- 
mine who was goofing off. 

1 realize coinitiiig tv homes is not 
j| as simple as the system the old 
"Top" used, but I wish that when 
I the national rating services count, 
they would at least coimt everyone 
I present. 

Fortunately, thanks to a greater 
interest in the accuracy of the 
homes-received count by agency me- 
I I dia people as well as advertisers, 
the day may not be too far off when 
a lot of those hidden homes the 

i raters around the country can't 
seem to find will also be "present 
and accounted for," and so give a 
more accurate picture of various 
market coverage. 

To give credit where it is due, a 
I few of the more progressive agen- 
I cies are doing some realistic check- 
I ing around the coiuitry to deter- 
mine the true evaluation of a num- 
ber of markets whose full coverage 
'cannot be determined from some 
of the ancient statistics used by 
t some rating services. 

This can mean that the oft-frus- 
trated tv operator who keeps tell- 

I ing agency media people about the 
I factual make-up of his market with 
' the same old rebuttal, "the book 

doesn't give us credit for those 
homes," may have new hope in the 

I future of having greater acceptance 
of his market story. This will be 
particidarly true in those agencies 
I that have already begmi thinking 

I I on new lines of market evaluation, 
j based on current information on 
■ ^ any given market. 

1 Many agency people have forgot- 
1 ten the definition of a market. A 
market is simply: people with 
I money to spend. Our market, like 
T 1 many similar areas throughout the 
^ country, has advantages that can- 
f not be defined in terms of large 
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cities. The Eastern Xortli Caro- 
lina area (hat we cover consists of 
many small and medium si/e cities 
with rich agricidtural areas in be- 
tween. Our broad coverage pattern 
thus gives us many more total tv 
homes, with higher per capita in- 
come than many stations locaied 
in markets with a dominating large 
city and little else that goes to make 
up a gf)od market from the stand- 
point of sales effectiveness. 

About a month ago, it was our 
pleasure to act as host to a pro- 
gressive media expert team, Sam 
\'itt and Martin Hcrbst of Doherty, 
Clifford, Steers and Slienfield, New 
York. This agency has developed a 
new concept of media-marketing 
evaluation based on market data as 
it is in its ciurent make-up, not as 
it was reported to be two, and 
even three years ago. One of the 
inquiries by the DCS&S visitors con- 
cerned the military expenditures in 
our market, and how they reflected 
on the market as a whole. We ar- 
ranged for them to visit Camp Le 
Jeime, N. C, the world's largest 
Marine Corps 15ase, which is only 
one of the three major nn'litary in- 
stallations in our market. They 
found that the area had a combined 
civilan and military popidation of 
over 125,000 people, the ecjuivalent 
of a good-sized city. The amazing 
part of this visit from Sam Vitt and 
Martin Herbst's standpoint was 
that none of this population was 
listetl in any statistical source ma- 
terial as a part of the make-up of 
our market. 

Yet the yearly expenditiues from 
these people amoimted to more 
than $200 million. l''urthermore, 
95% of this was spent in the local 
eastern North Carolina area, ac- 
cording to the Chief of Staff of the 
Camp I^ejeune Marine Base. Cer- 
tainly this slice of the market is a 
prime target for any national ad- 
\'ertiser. 

This is the type of thinking that 
tv operators who have similar cov- 
erage situations such as military, 
CATV translator, or any of a num- 



ber of special audience \ iewing sys- 
tems, siioidd welcome with loud 
praise. For if this becomes general, 
it will be the first time that many 
markets are given their true and 
realistic market evaluation. 

I luiderstand that there are sev- 
eral other agen( ies thinking about 
media research in the same way 
DCSftS is now doing. 

When automation l)ecomes a ma- 
jor factor in helping provide infor- 
mation for market selection and 
evaluation, agencies that have insti- 
tuted this type of progressive mar- 
ket thinking will be far aheatl in 
accurate market estimation for 
their clients. 

A new day is dawning in the 
evaluation of the American market 
place. Stations with market situa- 
tions similiar to WITN-TV can 
finally expect that the frustrations 
they have endured for so long in 
trying to prove their true worth, 
may disappear with the advent of 
this new era of modern marketing 
enlightenment. ^ 
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WILLIAM R. ROBERSON, JR. 




mm 

W'illioiii R. Roberson, jr. has 
bent ill brouiU (istbtg since 
19-12, xulini WRRF {rioxu 
IV nW) went on tlie air. He 
was president and treasurer of 
this station. He foiaidcd 
WRRZ {Clinton, X. C.) in 
1946, then sold it in 7,95.5 
when U'lTX-TV xcent on the 
air. He is also president and 
treasurer of Roberson's Bev- 
erages, a soft drink bottling 
business, and has held offices 
in various local civic groups. 
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-SPOT-SCOPE 



Significant news, 
trends, buying 
in national spot 



• J. P. Stevens & Co. fall-winter fabric promotion, now in liie i)l;inniiip 
sta^c, will embrace a spot radio campaign in cooperation with local 
clothiers throughout the country. Intent of ihe ])romoti()n is t() encourage 
young men to paironi/e their local clothing stores. A specially ijroclucctl 
Ip album, featuring George Maharis and Brook Benton, among others, will 
be offered at a token price through in-store hang tags. Trade ads and con 
sunier inini will aid ihe pioinotion. Agency is Fletcher Richards, Calkins k 
Holden (Xew N'ork) . 

• IVIinute Maid's new Snow Crop Orange Samoa, a frozen concentrate 
made of orange and tropical fruit juices, hits five markets with a spot tv 
campaign at varying times the first part of June. Length of campaign 
len weeks in four of ihe markets, 22 weeks in one. Daytime, and early ani] 
late e\ening chainhieaks will be mili/ed, as well as early and late evening l.D.s, 
to reach all family menihers. lluying in these five markets is completed, l)ut 
more campaigns will be launched as distribution grows. lUiyer is Frank 
Finn ai MrCann-Marschalk (New York) . 

Tv Buying Activity 

• Goodyear Rubber buying for Kelly Springfield Tires through Ron Mas- 
lerman ai Compion (Xew York). Push due to start 15 May with nighttime 
minutes on a till forbid understanding. Target is the male audience. 

• Springmaid Sheets to be aired in approximately 55 markets with a cani' 
paign of night and daytime minutes. Start dates \ary throughout Jidy to 
accompany white sales in these markets. The three-week campaign, ainitid 
primarily at women, is being bought by Barbara Kumble at liruck R: Luric 
(N'ew ^'ork) . 

Radio Buying Activity 

d Fisher Body buy about to begin at Kudner (New York) will include 
the top 55 markets and 275 stations. Start date is 17 June for a run of from 
two to six weeks, lluyer Afaria (^arayas wants drive time minutes and .^Os. 

• Foremost fresh milk 2r)-week campaign is being bought by Kathit^ 
I)ePIa\en at Guild, Kascom R: ISonfigli (San Francisco) . 

• Borden's IVIarcelle Cosmetics, hypo-allergenic products, planning a 
drastic change in their ad program, described as "the start of a five-year 
program." New schedule to include tv spot and trade print, initially lit 
selected markets of the east central region, along with national consumer 
print. Dining |)asi .S") years, Maicelle jjlaced most of its advertising in medical 
journals. Such advertising will continue, com|)lemenie(l by the new schedules 
Agency is Lynn llaker, Inc. (New York) . 

• American Iron & Steel Industries Institution campaign to push canned 
solt chinks due to begin 22 May for ]5 weeks. Plan is to air four prime LD.s 
in each of 10 markets to reach women with large families. Buyer: Uob Mahl 
man. .\gency: P.BDC) (New Vovk) . 

• BLIS-TO-SOL, a |)roprietary |)ioduci (athlete's foot) now buying minutes 
in about 10 southern markets for a 52-week schedule. Buy is dnough Herman 
Ij'ebenson at X'ictor & Richards (New York). 
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Why WKZO-TV bought Volumes 1,2,3,4 and 5 
of Seven Arts' 'Tilms of the 50's': 

Says Donald W. De Smit: 

Sales Manager of WKZO-TV, Grand Rapids — Kalamazoo, Michigan. 
"We bought Seven Arts' 'Films of the 50's" 



"WKZO-TV was the first station in this market to telecast features regularly 
every night, as a matter of fact, we are now running a double feature every night. 
Because of this heavy feature film schedule we have to buy quite a few movies, 
and in doing so have come to be pretty proficient in judging the good from the bad. 

"Your 'Films of the 50's' releases are the best buys we could find for both our audiences 
and sponsors. We looked them over very carefully and made our judgment of the quality, 
running times, star values, story lines and their track record in other markets. 
In all respects Volumes 1, 2, 3, 4 and 5 were excellent, just what we needed to give 
our heavy film programming schedule a shot in the arm." 





SEVEN ARTS 




ASSOCIATED 


CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 
NEW YORK: 200 Park Avenue 972-7777 
CHICAGO: 4630 Estes. Lincolnwood, III. ORchard 4-5105 
DALLAS: 5641 Charleston Drive ADams 9-2855 

LOS ANGELES: 3562 Royal Woods Drive. Sherman Oaks, Calif. 

STate 8-B276 

TORONTO. ONTARIO: 11 Adelaide St. West EMpire 4-7193 



For list of TV stations programming Sevgn Arts* "Films of the 50's" see Third Cover SRDS (Spot TV Rates and Data) 




MOW IN SHREVEPORT . . . 

KTAL is First in Total Homes! 



LATEST ARB, 
PRIME TIME* 



KTAL- TV 56,500 

STA. B 49,300 

STA. C 42,500 



Now . . . Kay-Tall delivers MORE HOMES than ever delivered before 
by any TV station in Shreveport* — even when it was a two-station market! 



Look at the growth . 

Mon. thru Sun. 


. from November '62 

KTAL-TV 


to March 

2nd Rankin 


'63: 

g Station 


7- 9 AM 


UP 56% 


DOWN 


2% 


9-12 AM 


UP 13% 


DOWN 


21% 


12. 6 PM 


UP 33% 


DOWN 


24% 


6-10 PM 


UP 31% 


DOWN 


7% 


10-12 PM 


UP 28% 


UP 


9% 



JUST IN! . . . March '63 NSI confirms Kay-Tal1's first-place leadership! 

Channel 6 



Fcb.Mar. inrtS. 0:3010 P.M., Mon Suii. In compar- 
Ini! with past ciiciilatlon, Alllt notes its total- 
liomos survey (or Sliicvepoit began Nov., 193!). 



Get the facts front 

BLAIR TELEVISION ASSOCIATES 

Sational Representatiies 




NBC FOR SHREVEPORT 

Wolter M. Windsor Gen, Mgr. 
Jomes S. Dugon Sales Mgr. 



